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TWO INTERESTING IN- 
STANCES. 
By Sam E. Whitmire. 
There are instances where it is 
not necessary for a newspaper to 
have a large circulation to make 
it a profitable advertising medium. 
Any medium that is of particular 
interest to its subscribers on ac- 


count of the exclusive way in 
which it covers its field can be 
made to pay if the advertiser 
knows his business and the rate 


per line is not too high. There are 
publications that reach a certain 
class of people with money to 
spend more directly and appeal to 
them more forcibly than they can 
be reached and appealed to by ad- 
vertising to the general public. 
There are two such publications 
in New York City and from what 
I know of them I believe they 
should be honored with a big bull's 
eye in the American Newspaper 
Directory the [Vall Street Jour- 
nal and the Morning Telegraph. 
For two years solicitors called 
on me asking for advertising for 
the [Vall Street Journal. 1 was 
never told how many subscribers 
this paper had. I do not know to- 
day. IL was given the line rate and 
the paper’s motto—* Advertisers 
Get Profitable Results by Reaching 
People with Money.” This is 
about all that was ever said to me 
in favor of this paper. A little in- 
vestigation down Wall street way 
convinced me that the Journal did 
cover the financial district thor- 
oughly and the people who sub 
scribed for it or bought it on the 
streets had confidence in it. One 
day while I was advertising man- 
ager of Ehrich Brothers’ Depart- 
ment Store, New York City, I 
put the Vall Street Journal on my 
list for a fair trial. I prepared 
an advertisement to fill two half 
columns and ordered it inserted 
“top first page” —heavy border,two 


NEW YORK, June 6, 1goo. 


No. 10. 


pica indent and good, clear head- 
lines and prices. This ad told of 
the arrival of a new shipment of 
imported office rugs, the cheapest 
of which was marked $23.98, the 
best $475. I did not put this ad 
in any other paper; simply awaited 
results. Next day we had calls 
from men who had never before 
been seen in the store and the ad- 
dresses on the sales book showed 
that the rugs were to be delivered 
far down town around Wall street. 
The sales made during the day 
satisfied the firm that this class 
paper was a good proposition and 
one that we should use judiciously. 
We tried office furniture with good 
results and then carved ivories and 
curio cabinets. As long we 
were careful to select stocks that 
would interest the men of finance 
we had no trouble in getting pay- 
ing results. Messrs. B. Altman & 
Co., O'Neill’s and several other 
high-class stores have followed out 
example and they have been using 
this paper ever since. 

Now, as to the Morning Tele- 


as 


graph. It goes almost altogether 
to the sporting and _ theatrical 
classes. When | went to the horse 


races I saw the Telegraph on all 
sides. I saw it in the Tenderloin. 
When among. theatrical people 
they were either reading or refer- 
ring to this paper. I also noticed 
that the proprietors of massage es- 
tablishments used its columns, and 
knowing this to be a paying busi- 
ness and that in a great city like 
New York a whole lot of people 
were interested in it, I concluded 
that some good cash trade could 
be had through advertising in the 
Telegraph. 1 started out to make 
up an ad to appeal to its readers. 
[ was at Ehrich Brothers’ Depart- 
ment Store, New York City. I 
sent for the prettiest, plumpest 
model on the waiting list and posed 
her in imported corsets, silk chem- 
ise, silk house gowns, © silk 
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matinees, silk ‘wedding — sets,” 
even-ng slippers and gaudy hos 
iery, fine hose supporters, ete. 
I had _ half-tone cuts made 
from these pictures with which to 
illustrate a half-page ad telling of 
these and many other goods worn 
by sporting and theatrical people 
I bought a top half-page in the 


half-tone colored supplement of 


the Telegraph. This was the first 
dry goods ad this paper had ever 
printed. It pulled in every depart 
ment it covered. After that trial 
we used the Telegraph from one 
to three times a week, always pick- 
tng out such items as would appeal 
to its readers. 

While at Bloomingdale Brothers 
last year I started that firm in the 
Telegraph and the move brought 
to that store some des-_rable pat- 


ronage that had never before been 
seen off of Broadway and Sixth 
avenue. I see this il continues 


in this paper, which is evidence 
that it 1s getting results, for there 
is no closer observer of the pulling 
power of a newspaper in the world 
than Mr. E. W. Bloomingdale. 
The ads I used in the /Vall 
Strect Journal would not have 
brought a response I had in- 
serted — in the Telegraph and 
vice versa. Some judgment must 
be used 1 get all that can be had 


out of any medium 





CRYSTAL P Ne RTISERS’ 

The Advertisers’ Review (London) 
thus talks ot some of the exhibits at the 
\dvertiser KE xhib n now being held 
at the Crystal Palace in its city Class 
I., representing Desi yer Foods, con 
tains the largest numlx ompetitors, 
and the design of Miss Ma y Watson, 3, 
Rosella plac e, North Shields, awarded 
the gold medal No. 86, by I" Watkins, 
would make an excellent advertisement 
for a child’s food. It is irresistibly 
comic, and shows a child screaming be 
cause it has lost its bottle, which has 
been appropriated by a 
sucking it with evident delig 

In Class Il. (for a Soap or Perfum 
the silver medal goes to A. W. Pearce, 
44. New Clive road, West Dulwich, 
whose picture is an effective piece of 
delicate coloring 

In Class ITI. (for Whisky, Lemonade, 
Wine, etc.) H. C. Sandy's design, X 
169, would make a very effective poster 
It represents a monk in bright vellow 
cassock enjoying a glass of ine 
144, by C. E. Dawson, a Sarah G 
kifd of a picture, is better drawn 
is very effective 

In Class XVII (for a Café Chantant) 
M. Morris’, No. 305, i n effective 
sign of a ballet girl in a yellow 











who is 

















de- 
dress. 


rO BE REMEMBERED. 
rhe best advertisement for a certain 
icle may be the worst for another 


value whatever for B, and vice versa. 


best medium for A may have no 








the President Suspender is tog 
have a service done without sg 
realizing it. There's more 


comfort, ease and convenience 


yet you don't 
can't feel it. 
erly constructed thatit 
adjusts ifself to every 
bend of the body. You 
can work in it, walk in 
iy, ride in it or row in 
it—it meets every need 
Metal parts on the 
genuine will notrust. 
Refuse imitations. 
To stimulate your 
interest in the, 
President Suspen- 
der, we make the 
following offer: 





for your 


The guaranteeyY 
ticket found on 
each President 
Improved Sus- 
ee eeerce i 
you to take part ' 
% in our Presiden- 
tial vote Contest. 
$1500in gold will 
| be given as prizes & 
for the nearest 
estimates of the 
popular vote In 





g elections. Full 
information with 
Reach suspender 


GOOD DISPLAY, 
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THE TRIEDER BINOCULARS. 
VIEWS AND METHODS OF THE MAN 
WHO IS ADVERTISING THEM—EX- 
PERIENCES WITH MAGAZINES— 
WITH TRADE JOURNALS—A PER- 
SONAL EXPERIENCE—RESULTS DUE 
TO ADVERTISING — DIFFERENCES 


INK. 5 
Binoculars. On the former ar- 
ticles we had to reach our pro- 


spective customers through trade 
journals exclusively, as it is a 


limited field. The field is much 
broader on the Binoculars, which 
we advertise in magazines. 


“There can, of course, be 


BETWEEN AMERICAN AND EURO- = 
PEAN STANDPOINTS — A Goop CMparison between the respective 
TESTIMONIAL — NEWSPAPERS —a_ results of the two mediums. We 
S15 000 APPROPRIATION. have found that the magazines 
a bring us practically all our busi- 
The advertisements of “Trieder ness. Of the well known publi- 
Binocular” glasses, manufactured cations A this line, Scribner's 
Magazine and Har- 
i erlu 1 $ 4° per's Weekly have 
ul been the most suc 

p del) cessful 
4 ‘Trade journal ad- 
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vertising we have not 
found at all success- 
ful Among all the 


papers devoted to the 


Has 8tol0timesthe } interests of photog 

raphers, which we 

power of the old- “style | have patronized, I 
\ Field and Opera Glass. | think IT may say the 
1 As seen wirn POCKET SIZE i »to-Beacon,a Chi 


THE NAHED EYE. 









INVALUABLE FOR @ cago 


publication, is 


( ARMY AND NAVY, | the only one we have 
‘ RACE MEETS. | used with any suc 
@ REGATTAS,Traver,| “SS | Yet they are 
# AND THEATRE.{ which circulate 










= —— 7 
AS SEEN WITH THE i 
OLD STYLE FIELD GLASS 


by Cc. #£. 
Square, 
come 
ers 

charge 


East Union 
York City, have be- 
magazine read 
Holst, who is in 
local branch here, 


Goerz, 52 
New 
familiar to 

5... a 
of the 
was recently asked some questions 


by a PRINTERS’ 
reply he 
follows: 


“We 


INK reporter. In 
stated in substance as 


have been advertising 
about six years in the United 
States, using magazines and trade 
journals. We manufacture photo- 
graphic lenses and the Trieder 


Send for Descriptive Catalogue } 
% cP. G? 


among our trade in 
photographic lenses, 
so we still continue to 


ERZ, > 


52 EUNION SQUARE. | 
NEW YORK. \ keep a card ‘in the 

MAIN OFFICES \ principal ones.” 
re caesar | “What means had 
you for reaching this 
conclusion?” asked 

the reporter. 

“Personal  investi- 


gation, and results,” 
Mr. Holst answered. 
“T made an extended 
business trip of three 
months, through the 
West and South this year. | 
went over the trade thoroughly. 
No matter where I went, 1 
found that the majority of 
people whom I visited knew 
of. the ‘Goerz Trieder Bin 
oculars.” I was positively | sur- 
prised at the number of photo- 


graphic supply houses who knew 
nothing of our photographic 
although we had spent 
much more time and money in ad- 
vertising them than we had on the 
Binoculars, 


lenses, 
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“T was a guest at a well known merits of our goods. Here, our 
photographers’ club in Baltimore, best ‘pullers’ have been the ones 
one evening, and met many mem-_ with the least reading matter, and 
bers there who had never heard an illustration showing the re 
of us or our goods. Here were spective merits of the old and new 
the very people we must reach article. 
through trade journals, if we “We have found that an il 
reached them at all. Thus, after lustration of the application of our 
years of continuous advertising in glasses in current everts of in 
the papers devoted to their busi- terest draws attention. For in 
ness interests, they had not seen stance, the yacht races and th 
our advertisements, although our Dewey celebri ition proved admit 
goods have a recognized standard able examples for showiag the usc 
for excellence in the trade. I of our ‘Trieder Binoculars.’ There 
think that is pretty good proof of is one form of testimonial ad:.r 
what trade journals did for us. tisement which we have used with 

“Now, as to results: We open- great success. It was the repro 
ed our New York branch in 1893, duction of a letter from the as 
our main house and factory being sistant secretary of the United 
in Berlin, Germany. At that time States navy, compliment ng ou 
we were manufacturing only upon the results obtained from ou 
photographic lenses, and confined glasses used upon warships said 
our advertising to the trade at the signal stations during thi 
papers. In 1897 we commenced Spanish-American war. Our 
the manufacture of ‘Trieder Bin- usual space in magazines is a 
oculars,’ which we at once adver- quarter or half page. We hav 
tised in magazines. Two years never tried newspaper advertising 
have passed since we went into As all of our advertisements art 
this field, and we now have en-_ illustrated, we believe they show 
larged our Berlin factory to twice up to better advantage in maga 
its former capacity and employ zines, attract more attention and 
nearly three times the number of reach a better class.”’ 
workmen. Besides this, we have “What amount of money do you 
started a factory at Yonkers, New spend in advertising?” was th 
York, and our force is still inade- concluding question. 





quate. This increased volume of “Our appropriation has seldom 

business has been largely on our exceeded $15,000 annually,” wa 

trade in Binocular glasses.” the reply. Gero. W. - soning 
“Are these results due entirely 

to your advertising here?” it was ILLUSTRATED WANT AD. 

asked. oo 


“Oh, yes; we do little adver- 
tising in Europe. On the con- 
tinent you gradually build up a 
trade, and your customers become 
your personal friends. Particu- 
larly in our line, prospective cus- 
tomers want to know how much 
experience you have’ had, and 
how long you have been in busi- 
ness. Your patrons are suspicious 
of an unknown competitor who 
claims to have the same goods at 
lower prices. Here, my experi- 
ence has been that people are will 
ing to take chances on the lower- 
priced goods. I have reached the 
conclusion that one must keep on 
advertising to guard against this 
contingency. In Europe, too, it is 
absqlutely essential that our ad 
vertisements should contain a wanrep, A Goop BARBER; COME PREPAR 
semi-technical explanation of the TO WORK, 
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Write a Letter 


to your Minnesota agent asking about the 
standing, the prestige, the popularity, the 


circulation, the growth of the 


St. Paul Globe 


We'll gamble on the result—that you'll 





decide we've been telling you the truth, 
not only when we say you cannot cover 
Minnesota without the Grose, but also 
that it’s the best business proposition in 
the Northwest. Let us tell you more 


about our daily life. 


THE GLOBE GEO. 


ST. PAUL, MINN. 


EASTERN REPRESCNTATIVE, WESTERN REPRESENTATIVE, 
CHAS. H. EDDY, WILLIAMS & LAWRENCE, 
10 SPRUCE ST., HARRY FRALICK, Mer., 
NEW YORK CITY. 87 WASHINGTON ST., 


CHICAGO, ILL. 
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MAGAZINES. 


By'Charles N. Kent. 

“Magaz:ne,”’ quotes Doctor 
Johnson's Dictionary, “is the gen- 
eral designation for the periodical 
literature of a country, exclusive 
of the newspaper and review, em- 
bracing all the features of the 
newspaper and review. but at the 
same time containing in the form 
of tales, sketches and poetry, etc., 
a great variety of what may be 
termed original matter.” Accord 
ing to the Standard Dictionary, it 
is “a periodical publication, gener 
ally issued monthly, containing 
stories, sketches, and the 
like.” 

Under these definit:ons, 
zines in the United States would 
embrace quite a percentage of its 
periodical literature, but reckoned 
from the standpoint of first-class 
literary merit and really large cir 
culation combined, the number is 
surpris.ngly small. 

Harper's New Monthly 
sine has just completed its one 
hundredth volume after an unin 
terrupted issue of fifty years. The 
entire with an exhaustive in- 
dex which accompanies it, consti 
tutes a library in itself of literary, 
cyclopedic and scientific knowl 
edge. Harper's is of all other mag 
azines a representative stccess an l 
perhaps under present manag¢ 
ment is more deserving of 


essays 


maga 


Maga- 


Set, 


recog 


nition than ever before The 
American Newspaper Directory 
indicates its issue by the circula 


tion letter A, the highest letter rat 
ing possible, which means an ay 
erage issue exceeding seventy-five 
thousand possibly exceeding It 
by two or even three times that 
number. It seems to have been the 
policy of Harper's from time im 
memorial to make no defin:te cir 
culation statements, a policy which 
doubtless often results in a belief 
among many that its average is 
much less than figures if attainable 
would prove it to be 

The Century Magazine has for 
years held a conspicuous position 


alongside /Hlarper’s and other 
monthlies of the best class Its 
clientage is as good as and, per 
haps. larger than Hlarper’s, but 


actual comparison as to exact is 
sue is brought to a standstill by 


INK. 


the directory rating of the letter 
“A.” concerning the use of which 
that already written of Harper's 
appli s with equal force. 

Scribner's Alagasine, established 
in 1887, ranks w.th the two previ 
ously named and is in no way in 
ferior in literary or artistic merit 
The circulation letter A is again 
made to indicate unde 
the limitat ons assigned above 

Harper's, Ce and Scribne? 
constitute the trio of old time, emi 
nently respectable and high-priced 

ANS VWeClure’s 

is noticeable for the good character 
of its remarkably larg 
advertising patronage and a circu 
lation which for the year endit 
with October, 1899, according to 
the publisher’s detailed report 
file in the Directory office, 
aged SOI,QI2 copies. 

Cosmo politai [ 


its issuc 


ntury 


mae: 
Mage 


contents, a 





ot equally good 


character and furnished a report 
for 1898 that showed an average 
issue Of 300,727 Its 1899 rating 
is represented by the letter A, in 


the absence of definite information 


Vunsey's Maga reports an 
average for 1899 of 625,106—ap 
parently much the largest issue of 


any publication in the class undet 
consideration 


Frank Leslie’s Popular Monthly 


is now well entitled to rank wit! 
the more important magazin 
from every standpoint, althoug! 


its output is represented in_ thi 
ly rectory by the circulation lette1 
already so freely used—the letter 
\. The publisher’s printed stat 
ment claims an issue of 195.833 
WeClure’s, Cosmopolitan, Mui 
sey's and Frank Leslie's : 


are eacl 


sold for ten cents, or $1 a year 
Doubtless some reader ma 
think there are others that should 
be added to the above list, but 
majority will probably agree that 
it contains all entitled under out 
definition to a posit-on therein 
Class publications, like the ver 
excellent Ladies’ Home Journa 
are excluded for obvious reason 
en 
THAT HAVE NO SUCH OBJECTIO 
The paper that refuses to. state 
circulation may be a good medium. B 
others just as good.—Prof 


lvertising 

‘o> 
_ Au advertising space and all circula 
tion are valuable if the price is fair 
Profitable Advertising. 
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“BILL’S” WAY. 


$10 WORK 
HIM! 
By Clifton S. Wady. 
“Bill 
wall. 
in the Sun- 
attracted my attention, 
and I believe a reading of them 
will be suggestive to any adver- 
tiser who has his eye on the class- 
ified column of the newspaper, with 
a view to “working” it for all it 





HE MAKES HARD FOR 


I don’t know Parazina”’ 
from a hole in the 

3ut his classified ads 
day Globe 


is worth. ai ; 
Our enterprising friend Bill 
seems to sell Pinchbeck jewelry, 


10-cent pins, eye glasses—for those 
whose eyes are not sufficiently open 

and fake diamonds which he 
doesn’t hesitate to so name—for- 
tunately. 

His is the hoop-hurrah style and 
he evidently is after the crowd of 
trident voice and blazing front. 
See how persuasively he starts 

in at the Dear Girls: 


BILL PARAZINA 


32 HANOVER STREET 
Oh, My’ Dear Girls, here's the biggest bar- 
Buln on this earth for you. A Gold Plated 
rit Shirt Waist Set for 10 ct&; Winter 
Ritce 00 lB. See them in my window, 





He reserves eight lines to get at 
the “fellers” to clinch things in 
this direction, thus: 


BILL PARAZINA 


fake dianwnd ring; your friend wears one, 
and you think it is a real diamond: why dqu't 
yoo get one? See them in my window, waked 
$4.18 and $1.49." 


Note, the frankness of this: 


‘BILL PARAZINA 


32 HANOVER STREET 
The Wedding Ring Mun. Say Fellers, that 
$2.50 Pure Solid Wedding Ring of ours ts a 
corker. It ia the best pure Solid Gold Wed- 
ang Ring you evef saw in your life for the 
mouey, 








too, 








You see he’s a great student of 
human nature and is “on” to all 
your friends’ little tricks. His ads 
with two-line headings are scat 
tered through all the different de- 


partments of the Sunday pages. 
[he moral is, make your ads 
dominant—“own” the page. If 


you can’t do it in the larger way 
try the classified columns and strike 
a jolly note and keep singing! 


“We consider it one of 
the best mediums for our 
class of goods. The direct 


The 


Saturday venting Post have 


returns traceable to 


been a surprise to me.” 


Yours truly, 


THE FRED MACEY CO 
OrFicE Furniture, Desks, CABINET FILe 
ET( 

Grand Rapids, Mich. 

“The Saturday Evening 
Post is the only weekly 
paper we have found it 
pays us to use. We _ use 
that a great deal and find 
it one of our favorite ad- 
vertising mediums. We 


have advertised several 


different subjects there and 


it has pulled well on all 
of them.” 
R. L. CURRAN 
New York ScHoor oF ILLUSTRATING 
114 West 34th Street 
Your next  season’s list 
should include the PosT— 
a thousand columns of 
space already  sold—an 


average of 20 columns a 


week for fifty weeks. 
THE CURTIS Pl 
PHII 


TBLISHING CO. 
ADELPHIA 
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HAY 
\ comparatively recent comet 
into the advertising field is Will 
iam C. Bloomingdale, of New 
York and Boston. He has been an 


exporter of and wholesale dealer 
in hay for sixteen years. But when 
he decided to go into the retail 
business and cut out the middle 
men’s profit, saving that much to 
the consumer, he saw the necessity 
of advertising. There would seem 


to be but little opportunity for ad 


vertising hay, but Bloomingdale 

is said to have made himself felt 
the hay business and to be gath 

ering in a fortune as the result. 

\ Printers’ INK correspondent 
visited his offices recently and 
eleaned some facts about his ad 
vertising. Mr. O'Brien, the man 
ager. was in charge. He said: 

does not claim any 


*Bloomingdalk : 
particular qui for hay; but 
he lays stress upon the fact that he 
because, being 
consumers purchas- 

save the middle 
He uses the street 





can S¢ it che iper 
eRe 
wholesaler, 
ng of him will 
men’s profits. 
advertising because he be 





cars for 
lieves. that they are one of the 
most direct means of iching 
small buyers who may have but 
one or two horses Every adver 
ticer has his opportunity and he 
seized the opportunity when in 
cendiary fires in Charlestown and 
Ottawa, Canada, destroyed im 
mense quantities of hay, to adver 
tse his hay in the cars and news 
papers, using these fires as a foun 
dation. In fact, so strongly were 
these ads carried out that the State 
fire marshal paid him a_ visit, 
having the idea that Mr. Blooming 
dale might perchance know some 
thing about the origin of these 
fires. He considers this a good 
joke acd himself.” 

Following are two of the ads he 
is now running in the street cars: 





shines.”’ 





kinds of weather, at $2 to $3 a ton less 
than getail dealers 
Following is an excellent speci- 


newspaper ad 


HAS MADE RAY. . 


“Maud Muller on a summer's day 
Raked the meadows frash with bay,” | 


their recent 


of 
sing 


men 
vert 







Tt would require many Mauds to rake 
together the vast amount of bey 
nually sold by Mr. William C. Bloom- 
ingdale, who enjoys the distinction of 
doing the largest business in hay of any 
dealer in the world. r. Bloomin date 
is a comparatively young man, and has 
been engaged in the hay business but 
16 years, but during that term of years 
by his energy, ability and original and 
unique methods, nas so grown from 
small beginnings that today he handles 
more bay by far.than any other dealer 
in the business, turning over annually 
15,000 4carloads and carrying a stock of 
300 carloads in Boston alone, and his 
influence in the hay market can be eaid 
to be world wide. He sells hay to the 
English -government for their cavalry 
horses in South Africa and: elsewhere, 
and -to the United States government 
for use in Manila and Cuba. Mr. Bloom- 
ingdale.first conceived the idea of es- 
tablishing central dépots from which to 
distribute hay, and bas a mammoth 
_ arehouse with a capacity of 250 cars 

Townby, N. J4 for hay from the 
West, and bas under construction at 
ee sent ware shouses. at Malone and 
touse’s Point, N. Y., for hay from 
northern New York and Canada. Mr. 
Bloomingdale has maintained his Bos- 
ton office but about 18 months, but dur. 
ing that time has become such an im- 
portant factor in the hay business of 
our city that the exporta have,, throu 
his efforts, more than doubled! and ft 
exported from Boston in 1809 2436 car- 
loads’) Mr. Bloomingdale has branch of- 
fices in many cities, with buyers placed 
at advantageous points throughout the 


au- 





country. He has in Canada offices in 
St. Johns, St. Hyacynthe and Louwis- 
ville. P. Q., with a pressing plant at the 


latter point. The manager of the Bos- 
ton office is Mr. R. A. O’Brien, to whose 
efforts the success of the eastern busi~ 
ness is due in no small degree. 








inclos« 
ig 


of this ad are 
handy tele] phe ne 
sent out a a¢ rcul 
men: in the Bernina So 
district. These result in many tel 
ephone orders. 

“Mr. Bloomingdale's 
ays the correspondent, “‘is 


Proofs 
with a 
which is 
busi 


ness 


success 


an e> 


ample of what persistent effort a1 
persistent advertising will do 
uilding up the sales of a specialt 
There is not a universal demand 
for hay, but his advertising h 


made every one who is a purcha 
of hay want his hay: he off 
them the inducement of a lie 
tial ving He would still se 
his hay, without advertising, bt 
only in limited quantities. Wid 
publicity brings home to hay cot 
sumers the fact that they are p 


ing more for it than is charged bh 

the one dealer who is advertising 
a didi 

A GENTLE hint patly put is often wort 

more than the blast of a big trombone 
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A UNIQUE ADVERTISER. 
By H. B. Howard. 


It is not what one expends, but 
what one accomplishes which 
marks the successful advertiser. 


Viewed in this light, Tom Murray 


is the best advertiser in the city of 
Chicago. This word “best” is cap 
thle of several interpretations; in 
ths case it means that the adver 
tiser in question has gained the 
maximum of publicity at the mini- 
mum of expense. 

Tom Murray’s equipment as an 
advertiser is limited but adequate. 
It consists of a well-selected stock 
of men’s furnishing moods, a cen 
tral locat-on, a ready wit, a pad of 
paper and a blue pencil. Tom's 
windows are always attractive for 
the men’s things therein displayed ; 
the wit, the pencil and the paper, 
put one upon the other, do the rest, 
for Tom’s windows have not in a 
year failed to contain a dozen or 
more neatly written placards stat 
ing something interesting concern 
ng the goods on display. The only 
instance [ have in mind in which 
fom has made any greater outlay 
was in a space in the Illinois Cen 
tral suburban trains, where, dur 
ing Admiral Dewey’s recently cel 
ebrated visit to Chicago, the card 
read: 

My wife is willing I 
resident or your shirt 


should be your 





Tom is reported as saying that 
he has tangible evidence that these 
irs repay their but of the 
profit which accrues from his win 
dow placards there can be no 
loubt. One hears them mentioned 
Imost every day; it seems that 
everybody reads them: that is, the 
nen, and it’s the men to 


cost, 


young 


To ADVERTISERS: 


INK. iI 
whom Tom caters. This is what 
I saw attached to goods there the 
other day, samples of which may 
be found any day: 





These collars are ‘Austrian’ stock; 
2 for if there were any better | 
should know it. Tom 

hese are the best $1 umbrellas in 
town; if it isn’t so I'll treat. Tom. 

What Tom says is so; if it isn’t so 
he'll make it so rom 

These are $1.50 shirts; Tom can af 
ford to sell them at $1.25; you can af 
ford to buy them at that. OM. 


Tom never fails to take advan 
tage of current events when they 
may be turned to his account, as 
witness this, anent the recent labor 


turmoil, in a window filled with 
under garments: 

Tom makes *‘Union” suits and “Non 
Union” suits; you can wear either with 


] 


out police protection. The garments 
will 


protect you from the weather and 
l will protect you on the price 
Tom. 
Tom's increasing trade recently 
necessitated larger quarters and 
he added an adjoining store. This 
is the card which then appeared 


in his windows: 

Forced to the wall and through it. 
Visit the annex; it’s full of nice things 
f t Tom 


or men oO wear. 

The crowds about Tom's win 
dows have attracted the admira 
tion of others than myself. The 
result has been a marked increase 
in the call for blue pence ls and pads 
of paper. Jim and Jack and Ikey 
have all taken to the practice of 
penmanship and the windows of 
other haberdasheries, shoe shops, 
cigar even department 
stores, display placards in blue, 
written in a large, round hand. But 
as yet there is only one Tom. Per 
haps it is because the public sus 
pects that the imitators can do no 
better than ‘mitate Tom's values as 
feehly as they ape methods 


stores, 


hi 
His 


Tue Inpranapo.is Press has the 


best equipped plant in the West. 


It 


prints all the news first and that is the 


reason it has over 


daily. PERRY LI 


KENS, Jr., 
Tribt 


ine Building, 


30,000 subscribers 


New York Representative, 
New York. 
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POSTERS. 


creation of 
was Jules 
now num- 


The pioneer in the 
the pictorial poster 
Cheret. His creations, 
bering hundreds, the product of 
less than thirty years, fill a large 
place in the story of this phase of 
artistic development. Born in 
France, he was trained as a lithog 
rapher, and when but a small boy 
went to London, where he was 
employed until about 18660, when 
he returned to Paris, his recent 
employer standing behind him in 
his determination to revolutionize 
the business of advertising by the 
production of a new kind of poster. 
Chéret’s success was almost im 
mediate and each year brought 
him new laurels. His talents have 
been exploited by the proprictors 
of almost every kind of business 
desiring publicity. His poster pic 


tures have caused much of a 
transformation in Paris. The tall 
sentinel-like kiosks of the main 
thoroughfares have become veri- 
table monuments of color; the 
dead gray walls of the long boule- 
vards and_ streets have been 
warmed into life, decorated with 


the most startling, astounding fig 
ures, and set off by the most extra 
ordinary combinations of color, 
mainly the creations of Chéret 
And these mural fancies, drenched 


and beaten by the rains, burned 
again by the sun, torn and shat 
tered by the winds, and then re 


placed again and again by others 
bearing the same char: ag 
these posters which live but a day 

they have called forth the praise 
of competent crities, and the ap 
plause of a large part of a keenly 
interested p¢ ypulac zt 

Chéret’s genius in poster-mak- 
ing has baffled imitation. His sub 
jects, no matter for what the 
poster is imended, are women; 
radiant, bewitching, evanescent, al 


ways sprightly, ever the very es- 
sence of liveliness, elegant, but 
sometimes suggestively sensual, 


and now and again bordering upon 
the vulgar. His methods are 
peculiarly his own. No design of 
his is left to be reproduced by less 
experienced hands, for they are 
all drawn by the man himself upon 
the lithograph stone. 


3ut the art of poster-making in 


is not confined to Chéret. 
Eugene Grasset is a notable con- 
temporary whose work invariably 
bears the stamp of dignity. With 
a style less bold than Chéret’s, his 
posters contain more of detail, are 
far richer in tone and less violent, 


France 


if you please, in the impressions 
which they convey. Two of his 
most notable designs have been 
made for an American magazine, 
the Century. The first was “The 
Son of Austerlitz’” poster which 
was used to advertise Professor 
Sloan’s “Life of Napoleon.”’ This 


is probably the only poster which 


has been honored a reproduc 
tion in stained glass. Grasset’s 
second design for the Century, 


“Napoleon in Egypt,” is if any 
thing a finer piece of work and has 
been given high rank. 

Here Napoleon is seated upon 
his white charger with rich bar 
baric trappings of red and gold 
The arm of the conqueror is ex 
tended, pointing to the pyramids 
as if uttering his ringing address: 
“Soldiers, forty centuries look 
down upon you from the summit 
of the pyramids.” Past him march 


the troops. The yellow glare of 
the desert, the dun-colored sky 
and the brilliant uniform of Na 


poleon make an unusual harmony 
of color. 

It is worthy of note that Grasset 
and Steinlen and Forian, tw: 
other successful artists, resident 
in France, whose posters deserve 
much commendation, are all Swis 


Still others in France whose de 
signs are of engaging interest ar 
Cazal, Bac, Metivet, Realier 
Dumas, Boutet de Monvel, Guil 
laume, Toulouse-Lautrec, Willett 
Lefevere, Mucha, Bonnard, A1 
quetin, Ibels and De Feure. 

In England, where the post 
has not by any means gained 
vogue that it now has in Fran 
or the United States, the list « 
artists who have designed mot 


than one poster is not a long o1 


It includes among others th 
pioneers Walter Crane, Fr 
Walker, and Professor Herkomer 
R. A., the late Aubrey Beards 
and the contemporaneous arti 
Dudley Hardy, Maurice Greiff 
hagen, the brothers Daccciests 
(Messrs Pryde and Nicholson), 
A. A. Turbayne, E. Hassal, E. F. 


Skinner and L. Raven Hill. 
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The 


ave 


two 
been 
ngland 
he late Aubrey 
Van Beers. 


artists 
most 
within 


whose posters 
conspicuous in 
recent years are 

Jeardsley and 
Beardsley’s posters 
have done service for books 
hiefly, while Van Beers’ have an 

uinced theatrical performance 
for the most part, being not unlike 
those of Chéret’s in their general 
characteristics. 

Confined almost to England is 
the practice of utilizing the paint 
ings Of famous artists for com 

ercial posters. This is still an 
other phase of the poster and 
ne which has been of doubtful 
expediency. Such posters are 
purely pictorial and not in_ the 
least decorative. Thus the familiar 
“Bubbles” of Sir John Millais, ex- 
hibited at the Royal Academy in 
1896, was purchased at great cost 
by the proprietors of Pears’ Soap, 

hich it has since advertised, the 
necessary commercial additions 
having been made in the painting. 


he same is true of “The Wed 
ding Mofning,” by John K. F. 
Bacon, exhibited at the Royal 
\cademy in 1892 and purchased 
by the proprietors of Sunlight 
Soap. These paintings once se 
cured are only changed by the 
addition of the name of the arti 
cl which they are to advertise 
They are first commercialized, 
and then, like most posters, are 
reproduced from stone by the lith 


ographic process. Business firms 


have appropriated some of th 
paintings of the best English ar 
tists for commercial use as post- 
ers, and even Rubens and Rem 
brandt at this late day have been 
made to do service for some arti- 
cles of trade. 

The pictorial poster of good 
design and artistic merit is the 
exception in England. Most En 
glish posters are little more than 
colored typographical displays 
which are usually as ugly as they 


are numerous. London is literally 


plastered with dull, monotonous 
signs of this sort which actually 
detract from the charm of life, 
and go to make one feel always a 
sense of its de ‘pression, its cheer 
lessness and dejection. To be sure 
colors are used, but even the most 


brilli nt hueslend verylittle enthu- 
siasm to the admonitions which 
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they convey in severe letters and 


which; ire repeated, without change, 
lay after day and year after year. 
Uenatly but two colors are em- 
ployed in a single typographical 
poster of this kind. Blue letters 
on a white background and red 
n white, together with their op- 
are the color schemes most 
commonly in use. Soap, strangely 
enough, is the most widely adver 
tised article of trade in England 
and it is represented everywhere 
chiefly by highly colored typo- 
graphical posters. 

In Germany the poster had until 
recently practically little impor- 
tance from an artistic point. Those 
articles which are announced by 
the poster are commonly repre- 
sented by highly- colored showbills 
of fancy lettering and lacking the 
points which go to make up ar- 
tistic designing. The advance has 
begun, however. 

The Dutch poster is a rarity 
also, although I recently observed 
a number in Holland which were 
i and attractive. One par- 


posites, 


ticularly,a highly conventionalized 
design for salad oil, made by | 
Thoorop, is extremely decorative 
and exquisitely colored. The 


Dutch posters, though few in num- 
ber, are remarkable in that the 
modern art of advertising on the 
streets, in magazines or newspa- 
pers, is but litthe understood or 
practiced. Indeed, so free are the 
public places and the periodicals 
in Holland from advertisements of 
any sort that it makes almost an 
immediate impression upon an 
American trained to the extensive 
use of printer’s ink. 

In America the poster has had 
abundant opportunities for devel- 
opment. Its history begins with 
the circus, and not until fifteen or 
twenty years ago was the final step 
taken which has made our posters 
things of beauty, commendable for 
their artistic excellence. The orig- 
inal posters were crude things, 
printed from wooden blocks, first 
in black and white and then in ill- 
combined and proportioned colors. 


Such were the showbills which 
heralded the approach of the cir- 
cus twenty-five years ago 

In the early eighties the wood 


block gave place to the lithograph 
stone. the effects of which sup- 
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plemented the harsh printing from 
wooden surfaces. This — 
ment was first undertaken by the 
Strobridge Lithograph Company, 
of Cincinnati. For long, however, 
the lithographic process was much 


perverted. The improvement 
which its use made possible, par 
ticularly in the harmony of color, 


was not achieved until persons of 
real artistic sense were engaged 
to make the special designs. 

Literature has given to poster 
designers their greatest inspira- 
tion, and the large number of 
periodicals in this country has 
notably influenced the develop- 
ment of art. By far the greatest 
number of artistic posters made 
with us are those announcing the 
publication of books, magazines 
and newspapers. 

Of all the names of French and 
other artists which have dignified 
the poster none are more conspicu 
ous in its history than those which 


America supplies, among them: 
Louis Rhead, Will H. Bradley 
Edward "Penfield, Ethel Reed, 
Maxfield Parrish, H. L. Bridwell 
and J. J. Gould: and again, Chas. 
Dana Gibson, George Wharton 
Edwards, Will H. Low and J. C 
Leyendecker, whose posters, al 
though few, are none the less 
notable. 

Invading al fields, the modern 
poster has not been content to 
withhold its influence from poli 
tics, and in the last presidential 


campaign it was pressed into ser\ 
ice along with the lithographic 
pictures of party candidates. Both 
sides in the contest employed the 


poster for the first time on any 
appreciable scale in the history of 
politics in this country. While 
jarge pictures of politic: il candi 


dates have been used before, it is 
a fact that they were never so gen 
erally and systematically distrib 
uted and displayed as in the cam 
paign of 1896. And the influence 
of the pictorial poster, except lo 
cally, was never before exploited 
in a political way. In addition to 
the use of this new form of publi 
city in politics, it is worthy of note 
in this connection that for the first 


time one of the national commit 
tees in the same presidential cam 
paign made one advertising con 


tract alone $16,000 


amonuntine to 
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-hase of advertising 


for the pure 
space in the opposition journal 
his space it used to print ep 


grammatic 
of its cause. 
peared in the 


statements In suppor 
These arguments a] 
advertising colum1 


of journals committed editorial 
» the opposite side and we 
vertisements, withot 


i 

printed as ad 
the least deception as to their tru 
This is but a 


ria 


character. 


illustration of the methods and d 
vices which American genius h 
at hand to employ in the matter 


publicity 
But 
poster 


interest in the mode 
not cease when tl 
printed sheets are hung upon 
walls to be weather-beaten a1 
then replaced by others. Tl 
poster has a literature. In Fran 
several pretentious volumes rel 
ting to it have been published ar 
illustrated in colors; in Ameri 
in addition to two recent bool 
many magazine articles have 
peared, and in England a mont! 
magazine is devoted to the post 
and at least one volume has be« 
brought out. And again there ha 
been held here, as in France, 
numerable poster exhibits. 

But the collector is the pers 
most interested in posters. 
Paris the business of poster « 
lecting is prosecuted by very m 


does 


persons of more or less arti 
taste, and the same is true of tl 
country. There are doubtless qt 
as many persons who have f 


lowed the craze simply becaus« 
craze and who have littl 
telligent appreciation of the n 
rn poster. And since there 
pe Boo there are also po 
lealers, who undertake the b 
ness of selling posters as_ the 
would books M Ed Sagot 
Parisian publisher, has issued 
iNustrated catalogue of more tl 
ene hundred pages, in which ne 
ly 2,500 posters are listed for 
There are also many other dealer 
in Paris and in several cities of th 
United States Inasmuch a 
small edition of the average posté 


isa 


is published, and there are usu 
no reprints, they take on adde 
value they grow scares n 


command high pr 
the billposter wa 
much interest. to 
for he was the 


frequently 
Formerly 
subject of 
collector, 
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chiefly from which — of the 
new posters were to be obtained 
But now very many posters may 
be obtained of their publishers for 
a nominal fee. 

In the great variety of poster 
designs which have been made, 
representing widely different na 
tionalities, there is practically but 
one idea in common. It is the em 
ployment of feminine figures, from 
the classic maiden to the sprightly 
women of Chéret. An examina 
tion of any collection will demon 
trate this, and what is true of one 
collection is true of all. 

The requisites of a good poster 

re few but important. It must 
irst of all express an idea in pic- 
torial form so forcibly, so directly, 
and so clearly that the picture, 
were it to appear without lettering 

r title, would seem nevertheless 

speak, in part at least, its own 
le. The execution of this pic 

rial idea should be artistic and 
decorative in the sense that it may 
it offend the eye, and especially 
it it may attract interest. Pref- 
erably, the poster should be beau 
ful, but it may be strikingly odd, 
sadly humorous, conventional or 
nconventional, or both, and still 
make its point, as if indeed its ap- 
peal were totally esthetic. In point 
of color it should not be violent, 
nor yet too somber. Generally 


speaking, the colors of a good 
poster will not alone be effectively 
contrasted or harmoniously blend 
ed. They will above all be in ac 
cord with each other.  Chéret’s 
expressed idea of a poster is that 
“it should be as simple as pos 
sible.” He says: “I consider the 
introduction of at least one figure 

and I hardly need say that of a 
lady for choice —is indispensable. 
rhe figure should of course be 
elegantly and brightly dressed in 
some striking costume, not likely 
to go out of fashion as long as 
the poster is to be in use.” —Chau- 
tanquan. 


+o 
\ PECULIAR PROPOSITION. 
rhe Banning Advertising Company, of 





St il, nn., publishes in the Pul 
rs’ Guide the foll wing advertise 

cr 
We invite publishers to refer advertis 


- 


any advertisers fail to get 
gh lack of knowledge as to 
ind carry on their advertis 
ing. Inquiries referred to us will re 
attention tending to develop the 

into a permanent advertiser 
is left to advertisers to select 
are copy, ete., many 











an 









injud 





ious expenditure are led 

that advertising does not pay, 

ind do not renew their orders. Good 
idvertising, well placed, pays. Poor ad 
vertising, badly placed, never does. Do 


your share toward making permanent ad 

vertisers by recommending them to us 

1 we will do our share by making the 

1g pay The result will be sat 

the advertisers, the pub 

surselves—a good all-around 
ition. 











tw tw uss WORLD, 


(Via: ATLANTA) 


Winote GHANGE 


THE -BEST-ROUTE TO FLORIDA:FROM=7EHE 
pp ko) 5 Oe ee 9. Ce er ee 2 a, 


FoR ruRTHEN 'NFORMATION.ADDRESS 
alte. = ROCA 
bes | . * 


i ilis is said to be the first illus- 





ed railroad ad ever used in the 
South. It appeared shortly after 
the Civil War and was used for 
I 


nany years. Col. B. W. Wrenn, 





BM Warne GENERAL - PASSENGER: AGENT. 


ATLIANTA; 


Who is now traffic manager of the 
Plant System of railroads, steam 
ships and hotels, prepared it. It 
Was sent out in the form of wood 
cuts, every one being an original 
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JONASSON’S ADVERTISING. 

A reporter of Printers’ INK 
sends in the following “story 

I called upon Mr. I. T. Levy, 
manager of the retail department 
of Meyer Jonasson’s Cloak and 
Suit House, at Broadway and 
Twelfth street, the other day 
to chat with him about advertising 








“T am surprised that you sho 
call upon us,” said Mr. Levy. ‘ ‘We 
are such small advertisers in com- 
parison to other retail 
ments here. However, 
few advertise more syst 
or receive more busine 
money expended than ( 
We depend upon advertising ft 
our retail business. We are 














of tl he shopping distri so 
far downtown. We mu } in- 
to come 


ducements to get people 





to us. 

“What media do you us 
I asked. 

“Only the daily newspapers. Our 
best results come from the evening 
papers ) announcements in 
the Worl the best 

are o tell ex- 

turns get from 

( hum. The we do it 
is thi I have prepared a bundle 
of tally sheets, each dated, and at 
tached to it an advertisement clip- 
ping. I then have a number of 
special bz to offer which | 
advertise hg different morning and 
evening newspapers and then keep 
strict account of the business on 
the articles mentioned. My sales 
sheets then show which _ papers 
bring the best totals. Constant 


that one 
rs sup- 


iment has shown me 
ading paper 


exper 
or two of our le 


» the highest class of 


posed to have ‘ 

readers fall flat on_ returns 
for our line. The only way 
I can account for it is that 
their readers either do not 
look at the advert ents or are 
not affected by them. I also no 





the volume 


ticed the difference in 
of business when the position of 


The 





an ad isc last page 
always ~" the best return 
“T hove id fifteen years of ex 


perience in eo 


have watche 
carefullv. I 
ing it 


Siege] 


tores and 


1 
ertising 


partment 
1 their adv 
had a ¢ 
’ 
( 


adverti Mr. F. H. Ce 


of the 


‘or per Company. 
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is a fine adwriter if there ever 
was one. He gave me a lesson in 
— in adwriting which | 

ill never forget. It cost me no 
end of jollying, but it mi a > a last 
ing impression. I had charge of 
the ak and suit department of 


“ooper’s Chicago store dur 
I bought a 








n World's Fair. 

iF quanti “i of a special line of 
Cl ks toward the end of the Ex 
position. They made a ‘hit,’ but 
when the Fair closed and the vis- 
- rs left, the sacs stopped short 


w I was stuck and fin: lly went 


Moy: Jin afr 
Ladies’ Waists. 


Will offer Ladies’ 
Waists taffeta 
siiks, fancy tucked 
front ani back, 
black and colors (re- 


tail 5 4, 90 


$6.75 


of 


The ities a 
French Flannel 
Waists, in all the 
desirable colors (re- 


tail > oD 90 


$4.00), 





Broadway and 32th St. - 


to F. H. Cooper, who was attend- 
ing Pe rsonally to the advertising 
at th me. I explained that I 
had mistake in laying in 
» | ock and made | 
;. Mr. Cooper was seated 
desk, and started to write 
while I was talking. I concluded 
he was busy and stopped. [le 
looked un and said, ‘Go on, young 
man, I am listening.’ I contir 
and told him the price I had paid 
for the good- and concluded by 
uggesting a selling price at w! 
I thought we might dispose of 
them.” 


made a 
arge a st 
excu 
at his 


sever 
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“ ‘Very well, Levy,’ said he; ‘I 
will see about it.’ 

“When I looked at our adver- 
tisement in the papers next morn- 
ing I nearly fainted, when I saw 
that it was prefaced by the repro- 
duction verbatim of my speech to 
Mr. Cooper the day previous. 
Well, we sold all the goods, but 
that ad was the talk of the town, 
and ‘our Mr. Levy’ hasn’t heard 
the last of it yet. The public be- 
lieved that statement and took ad- 
vantage of the bargain offered. 
That, to my mind, is just what the 
successful advertiser must do. He 
must ‘back up’ his advertisements 
and get the confidence of the peo 
ple, so that when you tell them 
you have some special bargains to 
offer they can rely on getting them, 
and not be confronted with the old 
story of ‘All sold,’ ‘You should 
have come earlier,’ ete., and then 
have you try to persuade them to 
buy something at a higher figure. 

“IT don’t believe in telling the 
public your troubles in your ad 
vertisement. Like every new idea, 
it was good in its day, but mis 
representations have killed it. It is 
like the ‘catalogue’ advertisement, 
which is still adhered to by many. 
My experience has been that it 
is inefficient. If you want to send 
your customers a catalogue or 
price list why not mail them one? 
I haven't time to go over all that 
ground in the newspaper adver- 
tisement. It is the short advertise 
ment that they can take in at a 
glance. One, two, or three leaders 

, 





bring us the best result 
» than a glow 

whys and wher 

house’ t 





rful ba 





“Let the public judge for them- 
selves. Give them credit for a lit- 
tle intelligence. Too much ex- 
planation makes them suspicious. 
It is like the story of the girl who 
to prove her fealty to her lover, 
showed him an ardent letter from 
an admirer, whom she claimed to 
have spurned for him. ‘Ah,’ said 
he, ‘I never would have suspected 
her if she hadn't shown me that 
letter... Women know about val- 
ues. They do a deal of shopping 
and are well posted. ‘The old way 
of depending upon your help to 
talk a customer into buying is 
1 enough in theory, but not al- 

ecther practicable. I particularly 
instruct my help in this regard, 
1 it pays much better to 
rs see for themselves 
» getting than to allow 
arouse suspicion 
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MEDICINES IN CHINA. 
In an interesting h 


Americ: 




















times ready to exhibit copt 


AT THBOPFICE SS 


the Geo. P. Rowell Advertising Agency keeps on file the 
leading daily and weekly papers and monthly magazines; 
is authorized to receive and forward advertisements at 
the same rate demanded by the publishers, and 1 


: : 
sand quote prices, 
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] ] 


is at all 













































































” "” Psy L-2ag ‘( ,, oo Haw , * £) ” wWsy a a > ae 2 
én oo WeH-AuC i » 46 R “ or) ae » @TOMy + 3 a” OU 
ve a 1 I %6 ,, . c ) d + UWaaxIS 2 + E>) 
SUnApf arorqw jo XIG I {My 490.4 6 Aq mh way H% ) 193807! J29NS-Auan yp  « ~ 
. & 1 WL Ca ee a eee ee < YGos 
te et = igg gf zt |ltb sz 6L z& oz i ree'L | t 5) oe Bie 
zi t 1 {it ¢ te fr |} g | 6Lo'N ' ci me a ¢ 
1 a4 1Se st zc zt $ bt ru I = = + 
ot » OL1 < Sz > ¢ r abo Ct Pan) Ss wD. 
gb jigs-€ez ¢ ‘so tyr to | tf - - “ESS 
) ob : bin | t 7, ¢ ie 
z 4 t ) t off thr z te nim & @ 
{ tie t U zSz ¢ < Ue UL 
i 9 I ) ‘ Se ! % : wa 
gez \gg tly £03 Pyg' IF ma gLsf | sf 1] OZ 10g"t | 2 - 
|— - — yy >. 
| es : ZF || aunsoa | rei 2 5 gC oss 
£3 I ~~ Juriuiug 2u1ys04 ' Zunoug sod | 77 ™ 
. = td j ' q || *ut ard yo jo = 1B = - ~ 
M 38 : yor yop | wed + ; ) 180) 30) 34) 3; atid : & ahve al 
Z ; | — "| 2g) ™™ of 1° .2.57 
= iin UVHA HNO ” : } ~ SH.LNON XI SHLNOW H4HL : HINOW HNO “ a < z +; = a = ry 
- Pe Aa mein nas _ 3 —— < 2 2 = 
) ‘ <r =/|s8es 
af *S10]/0D sn0OYy UE ‘ YOIH 3334 %6 Aq Buoy 13394 OZ) 191804 z -~ = 
tz) 1394S JNOW-AJUIML B ‘AVIA GU PUL SYUOW XIS ‘SYUOW 32344 L ‘YIUOW BUG 404 ‘HuyIsO4 PUL Buyulsg jo 80D 343 BurmMoys aiqeL as il " 
rc - cs — 
7 S$ OF9 zLIIgg izd'zz'ob g16'SP1 ghtEz!.09 bz0 PES $z6'1 go for riliae SogtiS tr LLS 6 hb Lez'zb6fug gt toh iz cl 109 as! os >= 
— rE ER ESS] ESE : ‘ z age 
as ve ptote [ge gli'S joo gSe'Li |zSiS 6 FE : 7s 
a" el gzdsiz les*e2i'¢ | PS'ge |zite : - lm ye 
-_ el ged‘ac |2S 6L1°€ loz Lest ge |eikt , £3 Son 2S Se 
09 L16'Sz log 10g'¢ li'ez it Ps i} = 
| gi gz 02 |gt OFS'z [oo Pritt lexgz 6 oe mm SOS . 
} OF gor'st jor rgt't joo bzg*t1 jotta t ae >= = ¥ 
zi Lie Pagjer LSz'n Joo 096'Zs |46z1 l ) 45 z . _ S 
| $f O19'g HR PSQ jog borg |tyg ||Pg o6b't t eos <2. 4 
| og ffgrd L jo09 log g96"¢ lug gzg'S loot e2eat se: vit 
| ve bib eigis $09 bh ci¥z16 led orn $ OF g9S‘ofigSt <z2°)| Coes .- 
| te : : 9 oa 9 et eee 
} ' | | 2 || xx Sw es = 
1a a | 33) 23 < Bake} | S 
| | 33 | § a E 
| as | & ee & > @ 
| | mo) roy wo. 
Meds u  SHLNOW XIS LSU) ae Sar o's = 
= = x : rj aes 55 
*S10/0D sN0Og UT ‘(199q (6X OZ 9ZIS) 199804 1394S sNOW-ALUIME ‘ALidSIG .SyYUOW ZAJIAM| Pue KIS ‘9244, ‘3UG@ 105 ae < = o = 
ve) *(MOpIeINdOd OO0'O00'S 03 000‘ WO ‘S2IFID OCOD) MOJIq S3I11D 4O UOTeINdOg 43d Se ‘Huljso0g pur Buyjuysg JO 180 343 Guymoys aiqe_L oS a al Sse S 
or = C ee 








PRINTERS’ INK. 19 








—_—_ —— —————e 


THE 


important Question 


Just now Is 





L|NDERWEAR 





/ We have the Usual and the Unusual Kinds. 


KENTUCKY ADVERTISING. 
Greenup, Ky., May 24, 1900. 
INK: 


Editor of PRINTERS’ 


Here is an ad clipped from the morn 


ing Herald, of Lexington, Ky., that is 
worthy of notice, from the fact that the 
illustration fits the ad so nicely. 

Yours truly, 


Water T. Catton, 





YOU PROBABLY KNOW BES'1 
Office of Tit News Company. 
Jo.ietr, IL, May 23, 1900 
r of Printers’ INK: 
Recently the Siegel-Cooper Company 





tried to launch a $24,000,000 co-oper 
t company, taking in both their 
Chicago and New York houses rhey 
ran five-column advertisements in the 
( igo dailies, and in the leading 

i of smaller cities near to Chicago, 


We 


wouk 


the Joliet Ne 
an advertisement 
merchants as much harm 
more) than an advertisement 
ires of a Chicago retail 
always been refused 
For this the 
and advertisement 
returned So we know, 
city daily refused thi 
1 even some of our 
say we were foolish 
t money What do you 
| Is there any limit to the pro 
tect local papers should give home 
met n when they are live advertis 
irs truly, 

News Company 
Hall, Business Manager. 


exc t one, 
such 


u's. 


per ps 


wl have 


store, 
space 
Chi 


were 


paper. 
c check 


pro tly 


reason, 


far as 
ad tisement 

merchants 
take the 


smal 
mal 











+e 
FIFTH SUGAR BOWL 
fice of “ Linco_n Freie Press 
LiIncotn, Neb., May 28, i 
kdi f Printers’ Ink: 
W tice that in reprinting our letter, in 
wl lay claim to the Fifth Sugar Bowl,the 
m price to the Lincoln Freze Presse 
ut 55 cents. The subscription price 
Lincoln Freie Presse is 85 cents, always 
y ish in advance. Very truly, ‘ 
ue Press PustisHinc Company. 


was te 


GIBSON’S WORK 
New Yor May 
Printers’ INK: 
rhaps interest you to learn that the 
Lvening Telegram gained 77 columns of ad- 
V g last mpared with same 
Wee tyear. Y s truly, 
MEs Gipson, Advertising Manager. 


30, Igo 


a 








as cc 





rHE IDEA SEEMS PRACTIC ABLE. 


Anaconva, Montana, May 24, 1900. 
Editor of Printers’ INK 

Reading your article, in issue of 
May 6, “With Lay Figures,” sug 
gests a thought on which I would like 
to have your opinion. 

If there is a tendency to make at 
tractive groups in wax, for window and 
other displays for the very large mer 


cantile houses, could it not be arranged 
either by the artists who make them, or 
an agency organized for the purpose, to 
loan them to a number of other mer 
chants on a_ cir¢ throughout the 





country? Most 
doing a moderate 
of ready-to-wear 
f them would be 
nor would the 
doing so, for 


ribe. 


live merchants 
siness use a display 
garments, but very few 
able to pay the price, 
benefits warrant their 
such groups as you de 
Very many of them would gladly 
pay a reasonable sum for the use of 
them, say for a week. What do you 
think of it Respectfully, 
J. D. O’Donanor 
Goods Depts. of Cop 
Commercial Co 





Man 


iger of Dry 
per City 


+o 
RNS IN ST. 
Mr. Louis A 
advertised, in 
patc! 
sale 


LOUIS 
Bosso, 617 
the Sun 
exclusively, a house 
By 10 o’clock the next 
had sold it for cash. En 
xy such unexpectedly prompt 
tried it again one or two 
weeks later, advertising another house 
in the Post-Dispatch exclusively, and by 
10 o'clock the next morning he had that 
house sold for The statement 
was ventured in these columns at that 
time, and it is now repeated, that such 
quick returns to real estate advertising 


OUICK RET 
Not long ago 
Chestrut street, 
day Post-li 
and lot for 
morning he 
couraged | 
returns he 


cash 


have not been secured this season 
through any other paper in St. Louis 
St. Louis (Mo.) Post-Dispatch, May 20. 
‘eo 
WHY IT DOESN’T PAY. 
The advertisement that does not pay 
is usually the advertisement that has 
not been made to pay. 
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IN BOSTON. PROPOSED SAN FRAN( ISCO LAW 
Boston Mass., May 5, 1900 t 1 I ! ee 
orporati 
Editor of Printers’ INK cor] A 
\ warfare is being carried on in this 
city against a class otf advertisers 
depend for their returns upon the cre 
dulity of the public. Two arrests have re 
cently been made cal police « 
John P 


propelled ar 
the city an 
vith advertis« 
uinted on tl 

















of two such. One * ; 
alias C. E. Hodkin, who was at 1 pi : 
hy Boston police leelactare ahavaed with ee tl 
being engaged in and advertising an il ‘ “tee 

legal business He advertised in vari , acai Oi aihenenenns 


ous papers under the title of Dr. J P 
\dams Medical Company 
tried shortly. The other wi ( Cl 
ence Wayne, J alias Le ‘Comte Ed 


mund Naganzi, Prof. Melville, et« he ae 
is a negro Bas had been advertising gress, or playing on musical instrumet 
















































widely and luridly is a “seer,” “clair- 4, making any unusual noise, fe 
voyant,” etce., “known in London ; purpose of advertising or attracting 
the Wizard of * Muckelstance Moor he tention to advertisement 
Ile was taken to Attleboro, where he Sag ie ¢ 1 be unlawful f 
was tried, convicted and sentenced fe person  aesociation r corporation 
obtaining a large sum of money under tencil. paint of paste at kind of 
false pretenses from a wealthy oman ertising matter on t streets. gut 
of that place ee ‘ ot ? , constt 
—— : 
tion placed the street or the 
I lh of the city ind count of 3 
One warm Jun ran co 
down at our churel See t shall be 1 ful fe 
self with a hymn person ciation or « porati t 
my collar tri r cause t be dist yuted 
in the book-r hat or dodge on the stree 
little fan s of the city and count I 
picture Ir 
for the \ erso1 s lat 
looked oratior g any of the | 
of the peoy ns of this 1 nce n ‘ 
the shoe It f a misdemea ind upon 
got too thereot | be punished 
through a fing f not e than five 1 
‘ churches > » dolla y imp met 
two in the count jail not exceeding s 
jection <¢ 1 ths, r by botl ich fine and 
In fact, i : hav pri ent Fray ( 
them. \ few iter the high school — ers 
graduatine cla ! commencement ex- WHAT HAS BECOME OF THI 
ercises and round « the shoe dealer 
with loads of fans to distribute around the ye SOQ, | the { prospe 
the audience. He didn’t distribute them Y¢4r 1m UW dvertising field since 
too thick. Jt a few in each row gs yng tp 6 ne dvertiser 
and the result was that they e passed ; e ave cen collected 
back and forth nd every one | | advertisin nt ire IX Mag 
home by the fond parent vho cc jy twe _— monthlies, 1 
1 tl y-t Sunday | 
lvertise new 
pp ements upor 
men Or 
ers onl 134 r 
th thers | ‘ 
n f per cent 
rder Journ 








le ie le i a a. Phe. 


DRY HEAT—THE NEW TREATMENT. 





The efficacy of hot applications in a 
tism, neuralgia, toothache and earache, b 


¢ troubles, such as cramps, bowel complaints, rhe 


and time again, and in many ab 





the hot-water bag 1s relied upon as much 
w comes something s 


Ar the hot-water bag—THE WORLD POCKET 
STOVE, This wonderful litt 


? 
? 
°} 
? 








3% inches in diameter, weighsfou can be car gb t mh r muff, or 
bed—no upside down to ft. T cannot burnor scorch th thing, por cag it explode 
a solid piece of prepared carbon three hours, at a cost ¢ i one cent. Nickel-plated f hed ; will last a li 





sick-room emergencies it is invaluable, and every home shodld have one. 
Heater and Twelve Carbona, by mail, prepid, $1.00. 
z POCKET HEATER COMPANY, 
ROOM 316 x 1123 Broadway, New York 7) 
FO a ra 
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ADVERTISING JOLIET. 

The Joliet Business Men’s Association, 
of Joliet, I1l., whose motto is “Come to 
Joliet,” sends out the following letter: 

Dear Sir—Every wide-awake man is 
interested in knowing all there is to 
know of the business advantages and op 
portunities about him 

When any city presents especial in 
ducements tor factories, he is at once 
interested, because factories make busi 





ness 
Joliet is the best business center in the 
\v est. It is directly connected with 
every railroad running into Chicago over 
the E., J. & E. (outer belt line), which 
also practically encircles Joliet, and 
reaches all factory sites. It lies on the 
Michigan Central, Chicago & Alton, 
Chicago, Rock Island NY Pacific, 
Atchison, Topeka & Santa Fe rail 
reads, and the Illinois & Micnmigan canal. 
Its switching service is quicker and 
cheaper than Chicago's Its freight 
rates the same. It has solid rock 
foundation, which 1S a great saving to 
heavy and rapid-movement machinery. 
the best of building stone is right at 
our doors. It is right in the best part 
ot the great coal fields, which makes the 
best fuel cheap. 

it already has under way one of the 
greatest water powers in America, which 
will be ready to furnish electrical and 
and other power by July 1. The great 
sanitary canal, just opened, has made 
available still greater power, which only 
requires time tor development 

Ve have a very high-class labor pop 
ulation. We have the largest manufact 
uring population and more — skilled 
mechanics than any city in the Staie out 
side Chicago. Most of them own their 
own homes, and are happy and con 
tented. We have never had an organ 
ized labor strike of any importance, and 
have not had a labor disturbance for 
seventeen years. ‘hese facts spea 
eloquently for the common. sense and 
equitable temper of our people—employ 
ers and employees. 

We have the best schools in the West 
Public improvements have made im- 
mense strides Our business men and 
our city government work in harmony 

Our sociation will be glad to we 
come you or your representatives at any 
time. Committees will be in waiting to 
show you about our prosperous city, 
and demonstrate the many advantages 
we have to offer. For further informa 
tion, write the secretary All communi 
cations will be held strictly confidential. 





oo 
BOOTBLACK PUBLICITY. 

In Paterson (N. J.) the following cir- 
cular was recently distributed : The Yale 
Shoe Blacking Parlor, corner Market 
and Paterson streets, near Bud’s Par 
lor, 49% West street, near Broadway, 
where you can get six shines for 25 
cents, three russet cr three patent 
leather, by purchasing a coupon ticket, 
and they are good in either place. The 
bootblack of to-day must be a profes 
sional, and not the yeuth you meet on 
the streets with a box who gives you 
a polish not as good as you could do 
yourself. “‘Our Shine’”’ is put on to stay 
by those who know how, a hard, durable 
polish, that will last three times as 
long as the other kind, and it will cost 
you less. Our places have every com- 
fort, easy chairs, heated, and everything 
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to make it pleasanter than being seated 
on the sidewalk, or braced up against 
a building. Our material softens and 
preserves the leather. Shoes under our 
care last one-half longer, and only the 
best goods known are used in our estao 
lishments. Ladies and children, special 
attention given to their shoes. We cail at 
your residence or office, get your shoes 
shined and return them promptly without 
extra charge. A _ postal card will do 
it. We are responsible, and will ful 
fill any agreement made, and are open 
for suggestions where we can cater for 
your comfort. Hoping you will give us 
a call, and tell your friends and neigh 
bors, so they can do the same, for the 
best shine to be had in the city. Do not 
sit outside in the wind and cold, as your 
health is your fortune, but call at the 
Yale or Bud’s Parlor. 
a Sinn 

Events seem to be demonstrating 
that whatever might the trusts may 
possess, they do not feel that they have 
the power to dispense with advertising 

—__ ++ 


Classified Advertisements. 


Advertisements wider this head tivo linesor more 
without display, 25 cents a line. Must be 
handed iu one week in advance 


WANTS. 


DVER wie ab for the EVENING Post 
4 Charleston, 8. 


DVERTISEMENTS for the 6 sage gt rest 
local circulation in Charteston, 8, ( THE 
EVENING Post 


\W ANTE) - Good advertising solicitor,by larg 
che paper in Mississippi Valley. AGRI 
CULT care Printers’ Ink 


( yRDERS for 5 line advertisements 4 weeks $ 
in 100 Illinois newspapers: 100,000 circula 
en weekly ; other Western weekly papers same 
} atalog 4 on applicati ma CHICAGO 
"ER UNION, 10 Spruce t., New York. 
This price includes PRINTERS’ INK rot one year, 





~~. 
ADVERTISING PUBLICATIONS. 
» RAINS should be read by every merchant and 
> adman. Sample copy, l0c. BRAINS, N 
<> 
MAILING MACHINES 
‘HE BEST, a labeler. °99 pat.,is only $12. RE 
ALEX. DICK, 43 Ferguson Ave., Buffalo, N 
- > — 
ILLUSTRATORS AND ILLUSTRATIONS 
UPERIOR engravings: promptness; lowest 
Ss T 


yrives. ART ENGRAVING CO., Washing 
ton, D.C. 


Vv 
Y 


ZINC ETCHING. 
‘HEI eens t, sharpest and most durable zine 


cuts Kind that advertisers like. STAND 
ARD, 61 Ann St., New York. 


os 
LETTER BROKERS. 
ETTERS, all kinds, received from ne wrepaper 
4 advertising, wanted and to let. What have 
you or w 3 it kind do you wish to hire of us f THE 
MEN OF LETTERS ASS’N, 595 Broadway, N.Y 





7~7or 
STEREOTYPE OUTFITS. 
QTEK FOTYPE outtits $17 up; Hot and Cold 
processes included ; make your own cuts in 
white on bl ~ k and Gre yt: no etching. Send 
stamp. H. KAHRs, 240 Ex St , New York. 








a 


ADDRE SSES FOR SALE. 


4(), O00 ADDRESSES, new and reliable, al 
phatetic racy arranged, including 
attorneys, dee ntists, dr ists, physicians, stu 


dents, $4.. MARSHALL ‘& BRUCE CoO., Nashville 








facturing 


quirements of the ¢ n 
ADVERTISING, 


the 


is well as 


book 


scheme 
icitor or printer 
100 suc rye schem«¢ 


Y ET rich in the 
lume 
tant practic: 
of long experience I 
SAWYER PUB. Tr 


PERFE( 


Ww 


s 2.750 | 


750 buys 


00 buys A 
well situated, 





KM”) buys a 





and Wes 





r,and Expert in Ne 














HOLIDAYS IN CANADA. 
tONT>, coolest city im America. Conve 
< n-room furni hed hou to let for 
ano, garden, trees, gas rane $4 
iD W ARDE,Parliament wldgs ,Toront 
_— 
PREMIUM 
PELIABLE goods are trade builders Thou 
\ sands of suggestive premiums suitable for 
publishers and others from the foremost manu 
and wholesale dealers in jewelry and 
lines, — 700-p. id lixt price italogue 
MYERS CO., 48-50-52 Maiden Lane, N.Y 
~o- 
ARTISTIC PUBLICITY CONTEST. 
rABLE ADVERTISING, “ The Adverti 
* Trade Journal,” offer ia cash 





best original newspaper nd} magazine 
o restrictions, Five competent ju 
publicity for all competitors. Se nd “for 
prosp: ctus ulars and reé 
s PROFITA- 








t 
30 ton, Mass 
~~? 


ADVERTISING NOVELTIES 
ppc Bs) VALLETS. Write to CHIcaGco EN 
PE CLASP Co., Niles, Mich 











LE wogons for merchants, $40; lettered 
suit. ROADSTER SHOPS, Camden, N. J 
purpose of inviting announcement 
Adver.ising Novelties likely to benefit 


advertiser, 4 lines will be in 

















inder this head once for one dollar 
- <> 
BOOKS 
L (‘RD will get our wine cookery 
und price list. If you like good things 
nd drink send for it. C. | ZEY, 
otherhood Wine Co., New York 
. cent isn’t much to pay for an ¢ 
that will net $25 to 81H to any sol 
We have published a book of 
s which we sell for $1 prepaid 
tDNER, Atlen‘ie, Lowa, 
mail-order t s ur new 
contains nearly ¢ ares Of impor 
ul information matter by an adept 
tpaid cloth bound. 
mple Court, N. Y. City 
~.o-, 
‘TING PRESS FOR SALI 
Kenge folds 6,7 or 8 columns, 4 or 8 pages 
© 10,000 per hour—with full stereotyp 
Press is guaranteed by the make 
nt owner —all practically n Will 
price and easy terms. Full particular 
DAVID, Abington, Mass 
“or 
NEWSPAPER BARGAINS 
SPOT cash buys a reliable weekly 
proposition in an Illinois county 
ash down—balance on easy terms—buys 
od weekly property ina Florida county seat 
more cash—-balance on easy terms 
lendid weekly property in Southern 


iumpshire. 


t hustling weekly property in Ore 
lasy terms to the right man 
profitable weekly and job busi 


75 miles from Albany. 
uysa N.Y. State weekly doing a 4 
Great bargain and easy terms toc 
sash down, balance on easy terms 
g weekly in a fast growing New 





buy 


En 


buys a reliable Democratic weekly in 
Shows a profit of $1,800 a year 


special list 





Fine weekly proposition is open in New Jersey, 
ibo 't by the sickness of the proprietor. 

» seen to be appreciated. 
i good daily property in Ne Eng 

$8,000 or more cash down 
Dailies and weeklies in 38 State Send for my 

Wanted, by clients. good weekly properties ac 
orth from $3,000 to °6,00) in the Eastern 
hea uly pronertic 

DAVID, Abington, Ma Confidential 





wspaper Propertie 
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NEWSPAPER INFORMATION 

i KR latest 

lition of 

» issued 

Sent free 
&CO 


on use the lat 
NEWSPAPER DI 
Jun 1 Price, five 
m receipt of price Go. P. 
10 Spruce St , New York, 


newspaper in orm: 
the AMEK! 





1900. 


ee 
1DDRESSES. 


WW E furnish names aud 
classified), prints 
$1 per 1,000) We can 
iss of people arranged by counties or 
Tell us v and we willtell y 
it will « Plano, Il 


CREATE without 
per ¢ se Carter’s 
house in the world furnishing 
names not to be found in directories. Have y u 
aremedy for cancer, catarrh, deafness, dyspep 
i, kidney troubles, nervous troubles, rheuma 
ism, skin diseases, ete 
ll your ods from house 


Do you want agents to 
to house? We have 
America’s population classified according to af 
flictions, occupation or condition. Can address 
your envelopes or wrappers Capacity 100,000 
daily by copyists. Prepared to furnish 
ny es, envelopes or wrappers, plain 
or 4 ited, address the latter and attend to mail 
ng comros State specifically what you have 
el, how you want to sell it) We will reply 
turn all with full informatien will 
ike your business a success. FRANK R. CAR 
t, 12 East 42d St., N. ¥ 


(mixed, not 
Fa ummed paper for 
written lists of any 








uu what 





busine 





expensive hewsp 
lassitled A 








FOR iLF 
office for sale cheap 


pos printing 
4 RAINBOLT, Bloomfield, Indiana 
LS sold,b 





agen ROBERT 


Mss iene Fulton st., N.Y 


QT NEMETZ perfecting press and stereotyp 


' ing machinery, 8,000 per hour, four or eight 


ucht « 


CO , Medal ,u4 


pp, cheap; $1,000, ENTERPRISE, Brockton, Mass 
~ VERY issue of PRINTERS’ INK is religiously 
4 read by many newspaper men and printers 
us well as by advertisers. If you want to buy a 


paper, or to sell a paper, 


or type or ink, the thing 
to do is to announce i 


our desire in a classified 











udvertisement i Deere INK. The cost is but 
25 cents a line. rule, one insertion will do 
the business Aire P RINTERS’ INK, 10 Spruce 


St.. New York 







An old ¢€ eg es 
tine Western city. Vaid circulation 10,000 
me advertising patr Which is all 
on the increase, Complete plant excert 
, part cash, balance satisfac 
\ man with some push can 


paper ina 

















for the business in two years from the net 
ts About $3,000 in good advertising and su 
ription accounts now dur the journal. Thes 
£ the purchaser, his is a gilt-edge opportu 
nit Don’t answer unless you mean business 
Address “* care Printers’ In 
I R SALI Trade newspaper of highest crad« 
in the Central West ; gross income fora s« 
ries of years approximately $50,000 per annum 





net income averaging 3° percent of that amount 
is steadily growing in value from every stan 
point; no indebtedness ; present owner desire 
to retire from active business W cash re 
quired. balance from net earnings at moderate 

, Applicants must. present sati 


factors evidence of financial respons eet tor 
ceive attention. Address A. M. POLAMUS, 41 
N. Humphrey Ave., Oak Park, Chicago. 

_ +e 


{DVERTISING MEDIA 
(HE EVENING POST, Charleston, 8. 
vu EVENING POST, Charleston, S. ( 
pue EVENING POST, Charleston, S. ( 

POST, Charleston, S. ( 


—_ EVENING 


IST, Charleston, S. ¢ 


= EVENING P 


POST, Charleston, S. ¢ 


= EVENING 


a an RIPTION premiums wanted. FARM AND 


RADE, Nashville enn 














PRINTERS’ 


Te best advertising medium in Charlk 
S. C., is THE EVENING Post 

‘HE EVENING 

claims the 


POST, of Charleston, 8. ¢ 
largest local circulation, 














7" officie! journal for all city advertising 
Charleston, 8, C., is THE EVENING Post 
Ix KEP youreye on FARM AND TRADE, Nashville, 
ienn. it’s growing. Only i0c.aline now 
{() WORDS, 5 times, 25 cents. ENTERPRISE, 
. Brockton, Mass. Circulation exceeds 6,00 
4 oS RTISERS’ GUIDE, Newmarket, N. J.. 9c. 
“ line. Cire’n 4,500, Close 24th. Sample free 
NY person advertising in PRINTERS’ INK te 
the amount of $16 or more Is entitled to re 
ceive the paper for one year 
= udvertising forall the departm« nts of th 
city of Charleston, 5. is done under 
tract exclusively in THE I vENEX G Post 
‘ E. CLARK, 30 N, 9th St., Phila.,ree’d 1,262 cash 
eP orders from adv. costing 321.12, in PATHFIND 
ER, Pathfinder, D. C. Cir. 30,000; rate l0c. Try it, 





WEB perfecting 
d and a building 
the prosperity of THI 
ton, S.C, 


press, linotype 
4 own is evide 


EVENING Post, of Chari 




















he Southern farmer boy swes by FARM A 
TRADE, Nas ile, Tenn., the only pay ’ 
the world published in his interest, Xe. per 
a e line 
por *h the prosperous farmers of the $ h 
try FARM AND TRAD! Nashville, Tenn ‘ 
per agate line rms close Yih of month pre 
ceding date of tssuc 
‘ee ony Saxtaee Dare cence. i he wor 
FARM TRADE, Nas le, Tenn. I 
wcaush 40 enttn te class the best and on!y m 
dium is FARM AND TRAD Rates 10¢, per line 
p>as FIC COAST I WORLD Arigre 
( oeremost farm home journal, Aciua 
vel 5,053 weekly, among wealthy ranchers 





wate line ;no meai 


ina EVENING POST 
publish want 


growing rapidly; 5c. 


Charieston, 8. C., wil 


rtisemenis at one cen t 
word net ; 50 inches display for $15; 100 inch 
225 ; 300 inches, $69 0-0 inc hes, v0; 1,000 inches for 





Additional char 
column rules 


$165, ges for position and break 
ing of 


T seven ei 


BOUT seve 
\ fails to be effec 


advertising dor 
‘ause it 1s placed in 





papers and at rates that giv no more than one 
ighth of the value that might be bad by plac - 
the same advertising in other papers. If you 
have the right advertisement and put it in the 
ght pape rs, your advertising will pay orre 
spond solicited Addres THE GEO. P 
KO LLL ADVERTISING AGENCY, 10 Spruce St., 
New York 
])F% HEROLD DES GLAUB . Loui 
Mo., a Cathohe weekly, 1 1850 
prove a «circulation exceedir copies 
eklv Ra 70 cents per inch on 3 or more 
ertion Discounts, 1° per cent on 104 incl 
) per cent on %40 inches; 20 per cent on 20inches 
alower rate than is offered by any other relig 
ious paper in the United States on gueranterd 
reulation, Write home office or OT ro Kol NI 






Eastern Agent, 727 Park Liow Building, N. Y. 

kK HOME MAGAZINE, OF NEW YORK, is in 
its fourteenth volume, having been started as 

the Coumercial Travelers Home Maga ¢ Two 

vears ago the name was changed to the 

MAGAZINE, and the office removed to New 

City. Since then the energies of the MaG 

have been devoted more to pushing the « 


the 
that « 
ulvertisers satis 


building 
the principle 
ntial to give 


tion than toward 
upon 


ry results « 








facto n their busines 

The circulation of the May issue was 75.000 coy 
ies, actually, of which over 40,00 are 
ubseribers and the balance news stand sales , Ox 
change and advertis ng copies, A feature alx 
ur circulation is that we deal direct with tl 





news trade outside of American News ¢ 








Our ratei $ Oper page or 49 cent per agate 

Ve want your busine because our circula 
tion will bring vour ts 

Send for copy anda greativ pleased 

th it Mit) HOM! NE, 93-99 Nassau 
t., N. ¥. City 


ston, 


INK. 





23 

SUPPLIES 
frees sample of Metal Flux sent on request. 
Lengtbens lite of metal, saves waste, ops 
blow hole AM. METAL FLUX CO., Detroit,Mich 


te paper is printed with 
I 


ink manufactured 
wv the W. D. WIL R 


SON PRINTING INK CO., 


Lt I3Spruce St, New York. Special prices to 
ish buyers 
—s — = 
TRADE 1 1PER FOR SALE. 
Pe) mereantil weekly, clearing $5,000 above 
all expenses and owner’s salary 





I p 
r #20,.000. Profits can be doubled 
P. HARKIS, 150 Nassau St., N 


a ad 


ught f« 
eferences, 





NEWSPAPERS FOR SALE. 
( YOUNTY SEAT paper in New Jersey. Circula 
tion of 300, ul local. Carries columus 
f advertising. A business making 





ft $3,000. References required. | P. HAKRIS, 

)Nas.au St., New York. 
(CENTRAL NEW YORK suburban paper, mak 
ing $3,300 yearly, for $6,000 Lorge local 








circulation. Good advertising and job patron 
ige: well equipped plant. References required 
ik. P. HARKIS, 150 Nassau St., New Yor 
Ww" Eh — Y in Maine. Exclusive field Good 

isiness; $2,100 -. fit indifferent 

ment Protits could ost duubled 
Tt nt th S5.000; $4,000 less necessary. 
References required. E, P. HARRIS, 150 Nassau 
t ‘ ork 

+> 
NEWSPAPERS WANTED 

VV AXTED Newsp.. pers in Eastern citic 

i city of 20,000 by man with $5,00) cash, 

ood rritory and business. 

In r more Prefer one with » oor 
plant, is thorou esponsibi 
ae | ) Nassau St., York 

- +o, 
IDVERTISEMENT CONSTR OnS 


agi R. GERRY, 11 
4 lets. bieture 


A» DAY $10 a month. GEORGE H 
4 WOOD, 9 Ainity, New London, Conn, 


Nassau St. Ads. Book 


HAY 








100 COMPLETE Shoe Ads, all new, for $2. G. 
kK. SYFERT, 488. 9th st., Columbus, O. 
eS £1 each, booklet $1 a page CHAS. A. 
“ WOOLFOLK, - Main St., Louisville, Ky 
*NYDER & JOHNSON, advertising writers and 
re) iwwents omun's Temple, Chicago. Write 
6 ADS, any size cents. Send me a littl 

) size your space id Ste, Your mon 
if they don’t suit GREENE THE AD 

ity, Va 


I! you are undecided, as to the wording 
dvertising, write me your troubles dD t 








end ump but particulars. J. T. ALLINS IN, 
Yardville, j 

> - PER month, one oe week. If they 
° fo don't suit, don’t a. mple. Se 
W me. GREENE THE ADMAN, First Nat'l 
I idg., Oil City, Pa 





beheves his eyes in 
and tor this r 


preference to 
t fina 


best sales 





samples 




















‘road 
= fo! 
newspaper and trad 
ete. in short, trade 
I gladly send liberal collections of 
ible client erested beyond 





ud “limit rPRAN MAULE, 402 


nse , Philadelphia. I make rather unu 
ual things as a rule 

»OOKLETS, ADVERTISEMENTS, CIRCULARS. 

) Tam ina position to offer you better service 


in writing, designing and printing 
matter of every desc ription than 


advertising 
any other man 















in the business. | make the dorms in typo- 
graphical display. I have ct of the me 
ch nical department of PRINTERS INK. No other 
paper inthe world is so much copied, My facil 
ities unsurpas for tur the con 

you wish to ———s a tone and 

your advertising r it will 





sult me WwM 
ink Press, 10 


TOHNSTON, Man- 
pruce 5t., New York 
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We Control the Priviles 








of outside step-riser signs (as per illust 
N.Y., cars, two on each car. Contracts 


SIZE OF STEP-RISER SIGI 


uM 


These 
signs are 
not only 
seen by all 
who get 
on the 
cars, but 
by every- 
body in 

the streets 
as well. 

A great 
opportu- 
nity to 
cover the 


a ey whROGHESTH! 


city ata ~ es 


moderate p—~ i SWory —_ “Ee 2 


cost. i +> 








For rates, etc., address or apply to 
\ 


George Kissam & Co. « 
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vilege... 








per illustration of “Ivory Soap”’) on the Rochester, 
Yontracts for one or more years can now be placed. 


RISER SIGN 9X30 INCHES. 


oe 

‘RAL i 5 : : 1 a % Step 
eum. « a } Riser 
signs 


to be of 
enameled 
iron 
insuring 
attractive 
display, 
permanent 
colors 

and 


quality. 
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POSTAL TELEGRAPH BUILDING, NEW YORK 
Pe 4 16 STATE STREET, ROCHESTER, N. Y. 
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PRINTERS’ INK. 
A jOURNAL F ADVERTISER 

6 Issued every Wednese 

Subscription price, tive aol 


Six dollars a bundre 


lay. lencentsa copy 
rsa year, Inadvance 
i No back numbers 

belng printed from plates, it is always pos 
ition of five hunare 
rnumber at th 


Application 
ie If 
‘elving V’RINTERS’ | 
subscribed in 
expiration of th 
ADVERTISIN 
assified advertise 
to the line ! 
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OFTEN 
ferent goods 
\ hich can be worl ¢ d 

effective announcement 


2 good ad of entire ly 
will suggest idea 


over into 


for the 


der’s own business 
PHeE Review of Reviews has been 
stigating its subscription list 
finds that forty-five per cent 
f the names are those of women 
Quite a proportion of the copies 
essed to men probably also go 
omen The Review has gen 
y been regarded as a man’s 
zine, but the fact that it has 
rought excellent results to adver 
sers of women’s shoes, books on 
rity, household games and 
ir article appealing — to 
n, taken in connection with 
the feminine character of the sub 
tion list, appears to indicate 


his is a wrong 
tins true, he 
m for e¢ 
rt for men, this publication 
, ' 
ved very valuable 


lupression 
wwever, that as a 
and = other 


gars 


“date limit” on the 

sition contained in an adver 
sement frequently tends to dimin 
sh the announcement's usefulnes 


PUTTING a 











y a large percentage. Many who 
greatly desire the article they se 
| sed are unable to secure thx 
ol within the specified period 
nd are thus compelled to forego 
he purchas« In the country dis 
; i " 
indles money more fre 
ently and is better able to secure 
sary dollar or two at ; 
In other cases the man or 
s paid only by the month, 
nd if the proposition comes to 
h veen two pay days and has 
| limit expiring before the 
ext pay day, his trade is lost 
Other recumstances that make 
late | ts affect the value of ad 
ertisements contain‘ng them are 
mil y cknesses c f the 
xpenditure of all the family cash 
n | 1, or such events as th 
mil of circuses, theatrical 
oupe nd the like Th propo 
tor ch without a date lim't 
vould he put aside for a more op 
rtune ttme becomes under thes¢ 
reul nees entirely 


ne gle cted. 
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THE best circular is a newspaper 
that circulates. 


Current T/listory, a monthly 
Boston by the Current 
ompany, at fifteen cent 
or $1.50 a year, aims to 


according 








eive the news of the day 
to its relative importance. It is a 
very Interesting and valuable pub 
lication, illustrated by pictures of 
the people who are making th 
history of the day. The Ameri 
can Newspaper Directory, in the 
thbsence of definite information, es 
timates the circulation per issue as 
being in excess of 12,500 copies 
It certainly de erves several times 
is many 
oon 
THE FIFTH SUGAR BOWL 
Ir. T. F. Kennedy, the gentk 
man who sends out the advert 
ng orders of the Geo. P. Rowell 
\dvertising \gency furnishe 
PRINTERS’ INK with the following 
st of weel es believed by him to 
be cligible to win the Fifth Sugar 
Bowl Phat prize, it will be re 
embered. is t be awarded to the 
y paper, which, all things 
considered, is believed to give an 
dyertiser a better service, in pro 
tion to t price charged, than 
v be had f iny other weekly 
pape ied in the United States 
\ ta, G ( t n (weekly) 
Bost M Ch n Endeavor World, 
( I ; Ram's Horn, 
( d, Ohio. .t mer 
| ( M 
Men Per ‘ \ al (w’kly) 
New Y N ( in H 
New York, N. Y..( We 
N \ se Stor 
New \ > ( 
New ¥ N.Y..0 
New \¥ > | a R ling 
New \ oe PR “ ly) 
New ¥ i OF } 
>hilad 1, Pa. .Forward 
' R y 


t 





‘ | Pa. .o yS 
I M ( D ) 
S I h Rk 
Pol 2) Blade (w 
U N.¥ Saturday 
W ng D.C.N ] 
William Pa. .G 


Communications fror 
the Littl 


1 readers of 
Schoolmaster, 


showing 


errors of Omission or commission 
in the foregoing list. are. solicit 
ed Every weekly not mentioned 
above and de ung itself eligible, 


forth the facts in 
the editor of Printers’ 
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THE TESTIMONIAL HUN- 
TER 

“How do I get them? High- 

class testimonials, you mean? Let 


In a sense, I may be 
said to run a factory. And yet I 
would prefer to say briefly, and 
comprehensively, I get them by 
ny wits.” 

“But we want to know 
cally.” 

“Specifically, 
story.” 

This was said meditatively by a 
sprightly little woman who is the 
representative of a patent medi- 
cine house, and had been asked to 
explain the seemingly mysterious 
methods employed in securing the 
pictures and testimonials used in 
advertising. What could possibly 
induce the govexnor of this State, 
the mayor of that city, and wo- 
men in private life to testify to 
benefits received from patent med- 


icines? she was asked and pres- 


me think. 


specifi- 


it will be a long 


ently came the answer. 

“It is my business to gather 
these pictures and _ testimonials, 
and I have been at it several 
years. With these years of ex- 
perience whatever the difficulties 
may once have been I may say 


that now it has been reduced to a 
science. Perhaps you have no- 
ticed that in some of the largest 
cities we run each spring a two- 
page advertisement, one of the 
pages being brightened with the 
faces of local celebrities, while the 
other is solid wi th paragraphic 
laudatory remarks from wholesale 


and retail druggists. I have been 
told that away back before my 
time, money used to change hands 
in the securing ot these, not from 
the company direct, understand, 
but from its representatives’ 


rather large salary and expense 


accounts. Be that as it may, we 
manage things better now. There 
are few men or women, be they 
ever so strong-minded and self- 
reliant, and no matter to what 
heights they may have arisen 
through the possession of these 
very qualities, who have not 


some weak points in their char- 
acters and who have not also some 
friend who can strike them safely 
and surely. It is my part to 
choose the people whose testimon- 


ials we want, discover their weak 
points and become the intimat 
friend of their friends. The pr 
cess is simple, though not ea 
Sometimes it is a business man 
who thinks himself shrewd in get 
ting a half-column illustrated 


vertisement of himself and his 
business at no cost to himself 
He does not want or need the 
medicine probably, but some kind 
friend can easily make him see 
that thousands of people must 
read our advertisements or we 


would not keep paying out money 

for such an amount of space. Of 
course people cannot read our ad- 
vertisement when we print 
testimonial without learning about 


his 


his business as well. It is easy 
enough to word the little para- 
graph in which he pays his re 
spects to the remedy in such a 


fashion that only the most -pains 
taking reader would ever guess 
that he had not actually ever tast- 
ed the stuff he recommends. 
“Perhaps it is a good-natured 
man with an eternally impec in 
ious friend whom he is always 
helping over financial snags. How 
could there be an easier way of 
helping that friend to earn possi 
bly $25 than by letting him have 
photograph and his signature to 
something which he has not time 


to read, but which his friend as- 
sures him is thoroughly unob- 
jectionable? Then again it is the 
man who has never had his por- 
trait published, but has always had 
a sneaking desire to see what it 
would look like. He falls an easy 
victim to the graphic representa- 
tion of the unusual amount of 
space which will be given in a 
gros paper to his face 
‘Another man_ whose _ photo 


ere a is easy to secure is the over 


economical business man He 
sealehie has no use just n for 
the bait held out, the pen and ink 
sketch framed if he likes, the 
— zine etching; but he 
thinks he might sometime, and his 
habit of never letting anything 
get away becomes efficient help 
Another good way to catch both 
men and women is an offer of 


eleven out of twelve photographs 
which we are quite willing to have 
taken for any reputable citizen, 
free, at the best studio in his 
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town. In short, every man has 
his price. The minister is helped 
to a friendly feeling by a timely 
contribution to the needs of his 
church. The philanthropist is 
rendered willingly helpful by gen- 
erous assistance in pushing his fa- 
vorite fad. The politician is in- 
duced to think that it is well to 
keep his face before the public in 
and out of season and is told that 
t is very democratic to announce 
publicly that he takes a popular 
remedy when he needs toning up 
instead of wasting his money on 
ome high-toned doctor. The hy- 
pochondriac is coaxed into act- 
ually imbibing the medicine. 
‘There is little difference in the 
method of getting what we want 
from either man or woman. It is 
a difference of character, rather 
than of sex which we have to 
study. The thing is to get the 
chosen victim interested. This 
must chiefly be done through inti- 
mate friends. We sometimes have 
trouble, though not so often as 
one might suppose. I remember 
back a couple of springs, when we 
published the annual announce- 
ment in the Chicago papers. The 
work was done in this way: We 
paid a morning paper a good 
round price to furnish and print 
nce two pages of brand new mat- 
r, illustrated and made up in the 
regular way. The newspaper hir- 
ed a reporter for a stipulated sum 
to turn in the matter subject to its 
pproval. The young man hired 
turn a young woman whose 
business made her acquainted with 
st of the prominent business 
men and politicians to suggest to 
him whom he should approach for 
pictures and testimonials and how. 
In less than ten days the thing was 
complished. Six pictures and 
testimonials had been obtained 
from semi-public men, and all the 
holesale and retail druggists .n 
the city had been marshalled into 
line. The two pages were printed 
in this morning paper. Two 
weeks later, when all the adver 
tising men from the other city 
papers had made the necessary 
contracts, the same thing appeared 
in every newspaper in town. Then 
it was that a storm broke. It 
Seems that the young man, anx- 
ious to break his record for do- 





ing the thing up quickly, and per- 
haps wanting to collect his money 
and take a rest, had told each of 
his testimonial givers that the por- 
traits and remarks would be put 
by him only in his own paper. It 
seems that when the two pages 
first appeared, the pictured gentle 
men were most unmercifully 
guyed by their friends, and fear- 
ing a repetition of the fun, they 
descended in a body, fighting mad, 
upon the office of the newspaper. 
Then it was that I earned my sal- 
ary. The newspaper sent the men 
to me, saying that it had fulfilled 
its contract and refusing to as- 
sume any responsibility for the 
subsequent publication. I treated 
them royally, deplored the error, 
and promised that it should not 
occur again. This was easy, 
siice we would not have used the 
stuff again anyway. 

“Recently I was put in a more 
dificult position. In sending me 
to a large city our superintendent 
gave me the name of a woman 
who he had learned would be ex- 
tremely useful in securing illus- 
trated testimonials through her 
large acquaintance, which had been 
gained chiefly by alleged philan- 
thropical work. I think that sub 
sequent revelations will show that 
I use the word alleged advisedly. 
To save time, I was recommended 
to sce this woman at once and get 
her help. I did so, and the testi- 
monials fairly snowed in. As she 
was so highly recommended by 
my own employers I was a little 
lax and did not try to discover 
her methods. So long as_ the 
signatures and pictures went to- 
gether, I took the rest on faith. 
Fortunately we were a little slow 
in the home office about that time, 
and had only published one of the 
batch, which I had paid well for, 
when the lady’s methods were, in 
a measure, exposed. The signa 
tures were authentic, and the 
photographs were all right, but in 
most cases the women who had 
lent their names and pictures did 
not know exactly what was to ap 
pear under them, and understood 
that the money collected was be- 
ing given by our company to this 
woman for her philanthropic 
work, and that she wished to do 
us a good turn in payment. Prob- 
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ably if the woman had not been 

as to sell these testi- , 
were definitely 


sO grasping “A wee bit o 
monials which on 
procured for us, to other makers 
of proprietary articles, some of tor 
them not of the best character, 
nothing would have happened.”’— 
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Sun 
<o> 
PRACTICALLY UNLIMITED. a 
rhe possibilities of judicious advertis her 
i cannot be overestimated, they te 
e practically unlimited.—Ma (rg st 
(W. Va.) World Vl 


KEEP DIGGING 


early one 
es and bai 


f a ‘dago’ 


morning 





He didn’t 


I happened to be stocked 
back in a morning « 


made a s: 


when that 
coin that 


day, they 
iy, or possibl 
d the only way to get 


n they are 


AWAY. 
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to sell me 
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sell me any, 
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ile that time 
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AA Dainty Breakfast 


WHOLESOME 
NUTRITIOUS 
SUFFICHNT 
BRAIN and TISSiL 
o08 


Cream of Wheat Co. 
Minneapolis, Minn. 


RATHER PRETTY, 
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Dish 
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A BUSINESS FOR WOMEN.* 





By Oscar Herzberg. 

[The emancipated woman has 
entered many trades and profes- 
sions, and shown her ability to 
successfully compete with n n 
almost all of them. There one 
business, or, rather, profession, in 
which she is calculated to shine, 


but which she appears hitherto to 
have overlooked. I refer to the 
lvertising business—the business 


of popularizing goods with the 
public, or incre: asing the sales, 
through the press, of articles al 
ready popular. The — successful 
people in this — ss are in r¢ 
ceipt of large salar But, with 
rare exceptions, hor are all men. 

Conservative estimates place 


the bulk of newspaper advertising, 
by which 1s included advertising 

printed publications, at 
a $200,000,000 annually \ 
considerable port.on of th: 
amount so spent brings little or 
no return. Successful advertising 








is largely a matter of good judg 
ment allied to correct intuition. 
The n or woman who best un 
derstands his kind writes the best 
ulvertisements, advertisement 
that take note of pe yple’s 
rejudices and consequently of 
fend no one, while at th im 
1 making a strong and n 
ncing for patronage. It 





acknowledged 


1an’s intuition is more cor 











ect than that of a man. \ 
W would, therefore, bi 
( ly calculated to shine in an 
t ~ f } 
ture 
t cessf 
ow their f 
The advertising business may 
be divided into two parts, viz., the 





rtisement wri and 


agent 





‘ ewes ; an 
I | posse m of certain 
tec] 1 knowledge which can 
only au aquired by person in th 
bu ' The advertisement 
wrter, however, need know but 


*This article was published in the Woman's 
1: 


World, now the Gentlerroman, in 18%. 
was not deemed suitable for reproduction in 
PRINTERS’ INK at that time; but asin the i 
terval numerous inquiries have come to the 
Little Schoolmaster from women as to how 
toenterthe advertising business, it is here 
reprinted for their information. 
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little of technical details, and si 
we will concern ourselves ex 
clusively with him or her. 
he qualifications of a good 
adve ement writer are a fair 
edge of character and hu 
man nature ome literary skill, 
and ideas. Outsiders often con 
der the literary skill of supreme 
portance, yet it really cuts but 
a small figure. The advertise 
ment writer must have the capac 


ity, when she is writing an adver 
tisement, 





of putting herself in the 
the purchaser of the 

nd considering what rea- 

arguments would appeal 
| 


1e were that purchaser. 


























then write an advertise- 
t embodying these reasons 
id argun nt i brief and con- 
ce ted form ’ She must study 
herself, si to get an insight into 
charac For instance. she will 
find that pictures immediately at- 
tract her attention and interest. 
From tl he can readily infer 
hat tl have the same charm for 
other | l and resolve to uti 
lize them 1 the advertisements 
Hov ay n proceed? It 
lways difficult to give concrete 
lvice, f 1d lual case vary 
But tl woman wl been in 
terested in this hould 
tid advertisements in 
I] ‘ld; let her also 
tudy tl Ino ments in her 
daily paper. This study will give 
her more insight into advertising 
than a lume of suggestions. 
lLet her remember that each articl 
has some distinctive merit that is 
be harped on constantly until 
is burned » the public mind 
1 connec 1 with the article: let 
her ren er that brevity al 
W n irv; let her study th 
j 1als devoted to the subject 
Then. when she feels she is abl 
{ ike an attempt. let her 1 
t id send it to the advert 
Perhaps he will send it back | 
will surely do so unless it ( 
Gonally brilfiant. for oth 
people are supplying him = with 


faa 


cases tl 


‘rown 
can apply 


If 
woman’ 


to th 


ood wi rk 
the 


Sticcess appears to 

s efforts, he 

advertising ag 

ies in her citv for work 
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see 
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The amount paid for writing ” SOL oat 4 oy ye 
advertisements varies greatly, the 4, The ofice of Mr. R. H. Russell was 
valuation that the advertiser says The © by the receipt ‘of 
places on the idea in most cases letter addressed to John Bunyan, I 
ini j s n r. Russell's care t first there w 
determining the price. Some Wot St ot opening the jet 








newspaper advertisements are 
written for as low as a dollar 


each, while the price of a large il- , 
lustrated advertisement — for 


which the advertisement writer 
must engage an artist—is often 
in excess of $100. 

This article is intended merely 
as a suggestion to bright women 
that there still exists a field al- \ 
most exclusively occupied by men ies 
in which women are calculated to and th 


succeed. How to do so each wo-_ the 
man must discover for herself. pitts 
aa Spe 

1 


KEEPING THE HOME TRADE 

Here is a clever ad placed in the 
rolley cars running in a city a few 
miles out of. New York and to smaller 
places in the vicinity: 





Crowded Cars, in the envelope was a chpping 
Rough Clerks, Denver FR m,on The Li 
Lots of Dirt, Badman, by John Bunyar 
Big Prices, ulso to the same autl 
Tired Out. abe 
THAT'S SHOPPING IN NEW YORK. = 
Light Store, OUT OF PLACE. 
Easily Reached, “That new adve ‘ 
Polite Service, ” “weer He 
Big Assortments, ment which he 
Fair Prices. natural mineral spring wa 
THAT’S SHOPPING AT ———’S. bottom it savs : ‘Addres 
Iry Goods Economist. rers.’”’ 


cided 

















THE “COMFORT” CHAIR 
The “* Comfort” Reclining Swing € r is what you ought to have 
awn during the coming season 


y re comfortabic 
ther people's way 





ary 


act space of 


li benefit of 18 


re prepaid tu all Unite s east of 
Me and north of } arolna aod New Mexico. 


HAGGARD & MARCUSSON CO., 410 South Canal Surcet, Chicago, [ll 


THE ADVERTISEMENT HERE 
PRODUCED BY UTILIZATION ( 


MENT ‘‘sTOOD OUT”’ EXCELI 


PED, YET THE RESULT WAS A¢ MPLIS HED MERE BY DUPLICAT N OF A IMPLI 
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BRIGHT SAYINGS. 


ERS’ INK solicits marked copies of pr 


idvertisements in whic bright say 


ir. There are 


e and epigrammatic ex} 





em are very go 


in value, small in price. 
go the vest one better is our daily 


cP in and see how much can’t be 
elsewhere. 


Our prices make buying elsewhere 


BiG 
eftort 

STE 
costly 


LHE 
these garments. 





PAs 
ilege 
EvE 


ec 


XT 


for you. 
air of being “just right’ is all 


s our doors and you pass a priv 
to save money. 

RY value we offer you can be 
1 as a “leader.” 

WARE intended for hard wear 
che S 
RAVAGANT prices and _ exorbitant 





id oilers 


profits are strangers here. 


It’s 
get or 
( 


easy buying where you know you 
ily the best to be had. 


THING made to please the lads and 


priced to please the parents. 


WE 





have a sort of pride in fitting men 
ther houses can’t please. 


r is our strongest point—if any 


is stronger than another here 

E kind of bargain suits any man 
ear without losing his self-respect. 
there were a better hat than the 
m we would sell it, but it’s the 


10siery bargains are not extra- 





ary here. They would be else- 


point 
ru 
can W 
fF: 
Stetsc 
bes . 
Tu 
ordin 
where. 
WI 





sH we could give types a stento 
tone. Our values justify a noise 
mud noise. 


Few ocean liners point their noses 


this v 
aboar 

I \A\ 
want 
pair < 


vay without having cases of goods 
d for Gimbel’s. 

o of a kind at $1 a pair. If you 
to get on a good basis, get into a 
of our $3 shoes. - 


Just the sorts you'd choose for the 


warm days and about the last you'd 
look for under price. 

Best thing about buying at Wana- 
maker’s is the fact that you can’t buy 
poor goods at any price. 

Tue Raglan at $16 represents the 
maximum of overcoat wear, dignity and 
fashion at a minimum price. 

Tue stock starts with something for 
the toddler just walking and climbs the 
steps of boyhood, clear up to youth. 

1D) tr stand in your own light \ 
tor that is “good enough ” is not good 
er h The best is none too good for 
y 
* ALL sorts of underwear, from the 
thinnest of the thin to the heavier sort 
sor hypochondriacal bachelor must 
have 

Ir there is any reason why you should 
buy any particular make of shirts, there 
is every reason why you should buy 
Tooke’s. ; 

We make no statements we cannot 
substantiate, offer no values we cannot 
show, quote no prices we are unable 
to make good. 

Costs only half as as a first- 





class tailor would charge, and you are 
absolutely certain about the general ef 
fect beforehand. 

He object of this store is to furnish 
good clothes, not cheap clothes. We are 
not aiming at the lowest price, but at 
the highest quality. 

BECAUSE our goods are finer and our 
styles more correct, do not imagine that 
our prices are higher—in fact, they are 
lower than elsewhere. 

Don't wear an_ unbecoming . coat 
Ilere, in the great Plymouth stock, you 

n experiment, try on, take home, re 





ca 
turn, buy another, or get your money. 

We like to dress men all their lives. 
Reasonable to suppose, then, that we 


take unusual pains with the first knick 
ers—with all clothes for little gentle- 
men. 

We'rE not here to urge you to pay 
a dollar or so more for your hat than 
you feel like paying. We're here to 
provide the very hat you want at the 
very price you wish to pay. 

No trouble to suit you in price, still 
less in quality, style and fit. We've 
that’s fashionable, made up 

rchant tailor’s way, color-keep- 
ing, shape-keeping and lasting. 

Any hat man who is honest will tell 
you that it is impossible to put more 
intrinsic value into a stiff hat than three 
dollars and fifty cents will buy. The 
other dollar and a half goes for a label. 

Our aim is not to sell to you just 
this time; what we want is to keep you 
as a permanent customer. Therefore, 
we wish to satisfy you at any cost. And 
we think these prices are calculated to 
do it. 

Ir you are ’round with other men you 
want’ to be as well dressed as any of 
them. This is not so much a matter 
of taste and money as judgment—judg- 
ment in knowing where to buy. Are 
you familiar with our styles? 

Custom tailoring is all well enough 
for the man who is fussy about a but- 
ton or a pocket and can afford to spend 
money on his fussiness. But that cus 
tom tailoring is not essential to correct 
dress, we are prepared to prove. 








Tue proverb says ‘“‘every tub should 
1d on its own bottom.” This may 
good for tubs, but it is bad for 
ches Our torches and_ oilers are 

ide with a metal ridge around the 

bottom, and they stand on that. This 


saves the bottom from wear. 

Ovr name has become synonymous 
with quick and satisfactory service. We 
come as cheerfully for a small repair 
as we would to plumb a six-story block, 
ind do not charge a six-story price either 
Calls on shop or house telephone an- 
wered any hour of the twenty-four. 

From the first snip of the shears to 
the last touch of the pressing iron not 
a man can put a finger to our goods 
except a trained, skilled union man at 
full union wages. That is not a bid for 
union trade—though we are as glad to 
wait upon union men as to employ them. 
is a simple statement of fact to show 
that our low prices do not mean under- 
paid work or anything less than the very 
highest grade 











Sa anal 
ADVERTISING without a plan is like 
a ship without a rudder 
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n lvertising Che Story ot 
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round Aust t idrertisements under this head nts 
| te 3 . f t t Bion ill ach time By the year $26 a line No di 
I suc 0 y t e€ nocne other than 21ne initial letter. Must be ha 
ter ae ©. id r publishe 1 one week in advance 
l e l t f ri id S¢ 
ents ¢ local advertiser nd offer ad ice’ 77 
f 52 local advertisers, and otfe CONNECTICUT. 
1 the 1 es { the advertise { yNI Y high-grade advertising acceptec 
z 7 . Day, New London It carries the cre 
| ~ Cou \ the business only 
med t! I S 
com Bog GEORGIA. 
& C s enjolt SOUTHERN FARMER, Athens, Ga. Lea 
latte name Svrup of suthern agricultural publication Thr 
1 “f (uw annie of | people read it 2,000 monthly. Cover 
~ t 2 —o . und Southwest. Advertising rates very | 















if ILLINOIS 
proprietary France 
* ee 6 S70 4 ‘ KY RY advertiser should read the story 
3 4 wonderfu wth of ConKEY’s HoME J 
hose 1 is n ed. NAL. Mailed on request. No other public 
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PRINTERS’ INK. 
CLASS PAPERS. 
ADVERTISING. 


YRINTERS’ INK, published weekly by Geo. P. 
Rowell & Co., was the first of the now nu- 
merous Class of jour nals devoted to advertising, 
It likes tocall itself The Little Schoolmaster in 
the Art of Advertising. Since its establishment 
n 1888 it has had nearly two hundred imitators, 
PRINTERS’ INK aims to teach good advertising 
y publishing wood advertising methods, giving 
<amples of good ard bad advertising and tell 
wo way. it also considers the value of news- | 


wm 


if 
You're 
in the 
Dark 








wipers as advertising mediums Its columns are 
ide open for the discussion of any topic interest , 
to advertisers. Every advertising man who | as to how 
known at all has contributed to its columns to prepare 
RINTERS’ INK’S way of teaching is by exciting P 
uxht and discussion, expressing occasionally | yo ur ad- 
in opinion in favor of one plan and opposing an , i i. 
ther, but making no effort to be consistent, ad vertise 
wating to-day to-day’ s opinions ands abandon ments, circulars, booklets and cata- 
ing yesterday's theories to the deac as Aver ° . . 
e cirevlation during 1898, 23,171 dubs: iption logues, write to me for information 
pric »ayear. Advertising rates, classified 25 pate i 
nts a line each time, display cents a line, l can assist you. The light of 
Address PRINTERS’ INK, 10 Spruce St, N.Y years of experience has made the 
RELIGIOUS. entire subject perfectly clear to me. 


The advantage of dealing with me 


BAPTIS®. is that | attend to the whole busi- 


‘HE GEORGIA BAPTIST, Augusta, Ga., is read 


by more than 5,000 progressive negro preach ness. | write, illustrate, print, bind 
ers and teachers in Georgia, South Carolina, Al: P iv H ' iev 
couse aad Flesidn, Cistn bes S000 620 ones and deliver a job complete. | relieve 





————— you of all trouble. One order, one 
Displayed Advertisements. check, does the business. Write me 
and let me Know what you want. 

50 cents a line; $100 a page; 25 per cent 7 


extra for specified position—if granted. WM. JOHNSTON, 


Must be handed in one week in advance 








bad ANTED. ‘ase of bad health that Manager Printers’ [nk Press, 
R ALN § will not benefit. Send 5 cents t« ~ . q 
Ri} ee Chemical Co... New eet TOE ( 10 SPRUCE ST., NEW YORK 





ples and L000 testimonia 


ut 


Montgomery, Ala., 40,000 


(CITY AND SUBURBS 





Only 


AMC JOUMMAL stereos 


Paper 














500,000 “sis 
9 TION, 
Guaranteed and Proven. 
This new and valuable circulation 
has been obtained in the past two 
years by wide-spread advertising 
and giving of attractive premiums, 
$1.56 PER AGATE LINE. 
POPULAR FA* HIONS circulates 
among 500,000 paid subseribers in 
the country and the country towns, It carries a Jarge amount of advertising and 
ALL ITS ADVERTISERS SAY IT PAYS. 
> RECOLLECT! In all recent estimates made by_ judicious dverti er to 
. relative returns and cost of hundreds of advertising mediums, the place at the head of 
th it has been awarded to FOPULAR FASHIONS as yielding the best returns based on the 
cost. Send orders through your ageney or direct. 


POPULAR FASHIONS COMPANY, 79 Fourth Ave., New York City. 























36 PRINTERS’ INK. 


MW) VAIL LU 


izine for the farmer and his family (successor to THE WEST- 











Issued monthly, a mag 
ERN PLOWMAN), the only magazine of its kind published, will make its appear- 
1900. Every department will be edited by a specialist, and there will 


ance June 1 
LIFE will carry out all 


b2 something of interest for everybody to read. RURAL 
yntracts for THE WESTERN PLOWMAN, and has absorbed the thirty- 
»d to that popular farm journal. You can- 
Jumns of RURAL LIFE, 


advertising c« 
six thousand subscription list which belong 
not cover the Western field thoroughly without using the c« 


SEND FOR 225 DEARBORN ST.,/ 
CHICAGO. 
ADVERTISING RATES. 25 QUINCY ST., \ HICAG 


JUL The month of vacations, when the camps, 

summer cottages and hotels are filled to 
overflowing ; have you made arrangements whereby 
your ad is still with them? If not, 


The National Sportsman 
is the medium that reaches these people. Write for rates 
and sample copy. 


NEW ENGLAND SPORTSMAN PUBLISHING CO., 
1s EXCHANGE STREET, Boston, Mas 

















the Association of American Advertisers re¢ een 4 sent 
out aletterto the publications of the United States asking : 


Are you willing to submit your cir- 

culation books and records to the in- 

spection of an accredited representa- 

tive of this Association at any time 

without further notice ? 

The total replies received from Dailies, Weeklies and 
Monthlies of St. Louis by this Association were ten, of 
which there were three dailies, four weeklies and three 


monthlies. 


THE CHURCH PROGRESS was the only English 
Catholic Paper to reply that it was ready to prove that it 
has an average of 32,000 circulation. 


For sample copy and rates apply to 


: J. P. STAMM, Fullerton Building, St. Louis. 
Cannnnnnnnnnnnnnnnnannnnnnnnannnnnnnnnnnn 
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Ge 





Center of Population. 


‘Cer 
The next census will show the center of popul: ution of the United 
States to be in Illinois. Joliet is one of the big growing cities and 
Will County one of the wealthiest of this great commonwealth, and 
the DAILY NEWS goes directly into the families of a large major- 
ity of its 70,000 people. The city and county is rich in manufacturing 
E and agricultural resources. If an advertiser ‘desires to z appeal to these 
pe ople the NEWS can reach them as no other medium can. Its ad 


vertising rates are low, character and circulation considered. 


Owen errr wer 





OnRRROROERIeerms MOYO 


> | 


The Evening “Fournal 


OF JERSEY CITY, N. /., 
Goes into over Thirteen Thousand Families in Jersey 


City, and is a guest in over eighty per cent of the 
English speaking households in the city. 


Average Daily SO — Daily Circulation 
Cc rculatio on I4, 4 ) a bape mnt yoinang Z| » 9 I4O 


Che Baptist Commonwealth 


Continuing 
THE COMMONWEALTH, 
THE EVANGEL, 
THE ATLANTIC BAPTIST. 


& 





Published weekly in the Baptist Capital of the 
world—Philadelphia. ‘The representative Baptist 
home-paper of the East. Any advertiser with an 
article worthy the attention of good people and 
good homes will find it a medium both satisfactory 
and profitable. ‘The rate is—LOW. Class of 
readers—HIGH. Known by those who use it as a 
good—MEDIUM. 


Che Baptist Commonwealth, 
1420 Chestnut Street, © Philadelphia, Pa. 
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The Lowest-priced Magazine Advertising in America. 
Figure it out for yourself. 


NICKEL. MAGAZINE 


The Only 5c. Illustrated Monthly 
Magazine in the World. 


PAYS ADVERTISERS 


Here is what one advertiser says: 





tblishers Nicke Vagazine: 
‘s GENTLEMEN:—Please enter our order for at er 
year at price quoted in your fave for s} f 
one-fourth page not inser 
and you are authoriz our « eur 
new d 1 del t ) 
l Nick Mag has paid us mucl ter than some of the magazines that make 
larger claim Wishing vou a large share of suce we remain 
OHIO ELECTRIC WORKS Cleveland, Ohi 


and +‘ there are others. 


* NICKELL MAGAZINE 


Advertising Rates are very low 30 cents an agate line and $50 a page, with 
5! »and 20 per cent discount on 3,0 al d 12 months’ orders. Circu yn 
ney RE by a $1, havaneree Circulation statement, rate cards and 
sample copies can | e had of all reputable advertising agencies or the publishers, 


THE POTTER-KENDALL CO., Boston, Mass. 


i 
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lol a) 
fe Advertise ers in Farm 1 Poultry | 

” 

fe Get R. 

‘ol 4 
i et Results. i 
y i] 
e Sp 
pr do advertisers in FARM POULTRY get result M4 
by on ? m4 
prt Why have some of its patrons continued to a thy 
1 +} 
i vertise in the paper from its very first issue? i) 
” 7. “ we " ,1 ‘ol 
ie Simple Enough. ‘They are not talking to a “ HAS BEEN,’ m4 
io : < . il 1 1 | “4 
ps to live, Earnest Subscribers, who renew promptly the mo | 
€ their subscription expires ; who read the paper for its practical inf | 
be mation, for its able championship of a large and growing industry 4 
rh ¢ helpful d a +] , 4 
ps for its helpful departments; who believe in the paper and have fa 4 
* in its advertisers. Every subscriber is cut off the list as soon as mY 
br ¢ m4 
b* subscription ends. No dead circulation. That’s why advertisers m4 
be : * 
fe} ny 
po get resu hd 
Se: m4 
e and ta 
31 +4 
ie and 4 
iq fully indorse it as one of the best advertising med ais tall aoe i 
” . ‘ : . . . : 

br Sample copies and advertising rates furnished upon application. nd 
prs ; , M4 
“ m4 
4 r +1 
fe I. S. JOHNSON & CO., i 
bs ies 4 
3 22 Custom House St., Boston, Mass. } 
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If you want testimonials from Satisfied 
customers who have used the advertising 
columns of FARM News, Springfield, Ohio; 
if you want solid circulation, proofs always 
ready, and at least 25 per cent more every 
issue than advertising rates are based on, 
you can be sure to get both in 


lmarm |News | 


SPRINGFIELD, OHIO. 


Now for some facts: Present advertising 
rates are based on a guaranteed circulation 
of 80,000 per issue. During 1899 the circu- 
lation increased phenomenally. Some edi- 
tions were in excess of 145,000, and the 
average for whole year of 1899 was over 
107,000. No advance in advertising 
was made in 1899. /or 1900 we guarantee 
no tissue will be less than IOC,6O09 copies. 
Many have been and will be considerably 
more. No advancein advertising rates 
has been made for 1900. Farm News 
is now published by a company having a 
paid up capital cf $50,000. New and en- 
larged plans—2cth century plans—have 
been inaugurated, and circulation is being 
rapidly pushed upward. lFARMs News has 
every clement of real value to advertisers 
circulation, strength with its readers and 
unusually low advertising rates. 


HE AMERICAN FARMER CO., 


SPRINGFIELD, OLLO 


ASTERN OFFICE WESTERN OFFICE 
150 Nassau Street, 1113-1114 Manhattan Bldg., 
New York City Chicago, Ill 
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LATEST INFORMATION 


GONGERNING NEWSPAPER CIRGCULATIONS 


Published June 1, 1900. 


— fee Srl (iil? TV I 
(MONTAL 
A TESTUMNOu | 
The care with which the American Newspaper Directory is edited, the inflex 
bility of its methods, the opportunities for exact knowledge enjoyed by its pub 
lisher and the comprehensive scheme of the work make it almost ~~ e 
to the general advertiser. — fame 
rwWins 


VAT TAIN 
(PLANATION 
Boston, April 15, 1900 


regular reader of your publication I have noted the fact that 
the excoriation of what most of the advertising papers call 
i 








1) FOR 





Publisher FAME: 

DEAR SIR—As a 
you do not join in 
Rowell’s American Newspaper Misdirectory; that, on the other hand, you se¢ 
to pat Mr. Rowell on the back and express doubt whether any paper ready to fill 
out his forms has ever had its circulation misrepresented. 

looked for FAME’s own rating in the last issue, and found the letters 

“J. K.L.””. Now an agency in which I have the utmost faith informed me only 
the other day that your circulation was from 3,000 up. “J. K. L.’’ means less 
than one thousand 

If Rowell only allows you thirty-three and one-third per cent of the real tig 
ures, publishing in New York as you do, and going toa picked set of circulation 
experts, What per cent would he allow to an Oshkosh daily with less than half 
your opportunity to protect yourself ? 

Tell me how you reconcile your conscience to condoning the Misdirectory, 
and oblige, — — 





Ran n 
\ ] 
[NIN 
UU D 
FAME is glad to comply with the above reason That does not prove that it would not be worth 
able request. It is true that Rowell rates this while for the supposititious Oshkosh daily ini 
’ circulation of such a daily is its main 


publication * J.K.L.” It is true that no issue for festly the 
tive years has fallen below 3.000, It istrue that claim on the general advertiser, and _ if 

FAME hasrun as high as 20,000 during that period. blanks are not filled out, the old law maxim ap 
suppressio veri falsum est the suppre n 





It is probably true that Mr. Rowell, one of the plies, 
best informed men in the advertising world, of the truth isin itself a falsehood, viz., it li 
knows these three facts as well as we knowthem cates that there is something to be con i 
ourselves. Fame thinks every pubbeation must be it n 
Nevertheless, the reasoning of our Boston judge whether it is wisest for itself to fill out the 
friend is based on what is called Post Hoc, blanks or not. 
Propter Hoc logic. It is not because of his know! No, FAME will not join in the talk about a 
edge that Mr. Rowell writes “J. K.L.”. Neither “ misdirectory” until it has been show: it 
can it be from malice, because nobody knows some paper, having filled out the blank mat 
better than himself that no malicious purpose is having failed to turn in cash advertising, has 
subserved by the patently false rating been misrepresented. Such evidence has not yet 
Mr. Rowell is simply being consistent He is been made pubiic, if it exists. And the fa t 
asserting his right, sustained by the courts, we mains that the American Ne warns r Dire y 
its imperfections, is the best of its 


believe, to rate as low as he pleases any publica- in spite of 
kind, and in the hands of an advertising expert 


tion that refuses or neglects to fill out his census 
return blanks. FAME has neverthought it worth able tomake due allowances—handicap ht 
while to do this. It‘would not be worth while for for age, so to speak-is the most valuabl ok 


of reference the advertising map cau bave 


FAME IS SET 


When the editor of the American Newspaper much, he said: The explanation is ensy ugh 
Directory had his attention directed to tae above and it applies to most class Journals, in fact to 
he said: FAME isin error. I did not know that most of the journals rated in the Directory with 
FAME printed so many as a thousand copies. letter ratings instead of plain figures. It is this 


us. 
nnse 
ty} 


UUs 


i 
ly 
UQWUU U 
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rhis is the first claim to that effect I ever heard. It does not pay the publisher to tell the factst 
Nevertheless it isa claim, and the publishers of the Directory because it is not profitabl him 
FAME are in my opinion honest. On that account to have the facts known. FAME gets for ul 
| will in my September issue give FamME an * H vertising space about half the price demanded 
rating, which is the highest accorded to any pa- by another paper in the same field having mie 
per not supposed to issue more than an average thing more than six times three thousan reu- 
issue of four thousand copies. jation. For FAME to announce its actu sue 
When the Directory editor was asked how he invites comparisons which are not t ud 
could explain that a paper like FAME should be vantage. the Directory always gives every 
content with a rating of less than a thousand paper as high a rating as the editor thi the 


when its issue was distinctly more than twice as facts will warrant, 


.Invaluable for advertisers. AMERICAN NEWSPAPER DIRECTORY. Published 
June 1, 1900. 32d year; 2d quarterly issue; 1431 pages. Price five dollars. De- 
livered, carriage paid, on receipt of price. GEO. P. ROWELL & CO., Publish- 
ers, No. 10 Spruce St., New York. 
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logues or plans for advertising As many 


PETTITTE Atti 





Rogers, Peet & Company, of 
New York, do things pretty well. 

But now and then they make a 
mistake. 

The defect is all the more giar 
ing against the background of gen 
eral excellence which characterizes 
the management and spirit of these 
three stores. 

The instance to which I refer is 
this: 

A man went into the downtown 
store and bought an order of 
goods which amounted to thirty 
five dollars. His custom in that 
store averages three or four hun 
dred dollars a year. 

As he started to leave the store 
he noticed a number of very at 
tractive little books about golf, is- 
sued by the store to advertise its 
golf wear. He stopped and ask 
ed the clerk for a copy and was 
told by the clerk that he had no 
authority to give out a copy and 
referred him to the desk. 

At the desk was a man presum 
ably in charge of the entire store. 
He also refused to hand out a 
copy of the book, although there 
were any number scattered about 
the store, and informed the in- 
quirer that he would have to !cave 
his name and address and a copy 
would be sent him. 

This the man declined to do. 
He naturally felt exceedingly ir- 
ritated at being put to so much 
trouble for such a little thing. 

He was almost on the point of 
canceling the order he had just 
placed, except that it would have 
been at the expense of a great deal 
of personal inconvenience. 

Not only was his request for the 
book refused, but the way in which 
it was refused was very unflatter- 
ing and unpleasant. 


DEPARTMENT OF CRITICISM. 
‘By Charles Austin ‘Bates. 


Readers of PRINTERS’ INK may send to this department advertisements, booklets, cata- 





riticism. There is no charge for it. PRINTERS’ INK * pays the freight.’ 
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After the word had been given 
out by the autocrat behind the 
desk not one of the clerks who was 
well enough acquainted with the 
customer dared to give up one of 
the books. 

In a way this is a very small 
thing. At the same time, it was 
irritating to the customer, whose 
request was a natural and simple 
one. 

Rogers, Peet & Company could 
more easily afford to have handed 
him a bushel of their advertising 
booklets than to lose his trade. 

They had advertised this little 
book freely and constantly and 
have shown a commendable 
anxiety to distribute it everywhere. 

The whole incident is so utterly 
out of keeping with the spirit of 
this store that I doubt if the su 
periors of the man in charge of the 
downtown store would think that 
he was helping the otherwise ex- 
cellent advertising that they are 
doing. 

It is true that the demands of 
customers are often unreasonable, 
but, even when they are unreason- 
able, if they are easily and cheaply 
complied with, it is certainly good 
policy for a store to do it. 

The business of a store is to 
make customers for its goods. If 
by stra ning a point to gratify a 
reasonable request it can deepen 
a certain impression, it certainly 
ought to do so. 

There are some stores which 

succeed in hanging themselves by 
too much red tape. 
Every good advertiser welcomes 
suggestion in which the service 
of his store or business can be bet 
tered. 

This is a purely gratuitous sug 
gestion thrown out to an otherwise 
first-rate store as a way in which 
it can better itself. 


* * * 


To whom does the trade belong 








to the jobber, or to the drum- 
mer? 

Jobbing houses, as a rule, depend 
entirely upon the drummer for 
their business. 

The drummer the 
who sees the customer and he is 
the only man the customer sees. 

To the customer the jobber is 
nothing but a name. It is merely 
the place where h.s orders are fill- 
ed. It is the drummer that gets 
the order, and it is of the drummer 
that he buys. 

When a traveling man leaves the 
employ of one jobb-ng house and 
goes to another in a similar line 
he takes a certain amount of trade 
with him. In some cases he takes 
all his customers over to the new 
house. 

If all the traveling men of a job- 
bing house should leave at once 
how much trade would there be 
left? 

Then the question is does the 
trade belong to the jobbing house 
or to the drummer? 

Naturally this is a bad state of 
affairs for the jobber. He at 
the mercy of his traveling men. 
They get together just at the be- 
g-nning of the season and make a 
demand for twice much pay, 
and he will have to grant it. 

If his traveling men should leave 
in a body he would have to close 
up his business. 

The fault that few jobbing 
houses use any means of advertis- 
ing outside of their traveling men. 
They make no personal effort as a 
house to in touch w.th the 
people who use their goods. They 
do not give themselves individu- 
ality or personality. 

Every jobbing house stands for 
something. It is true that it may 
sell exactly the same goods at 
exactly the same prices as compet- 
ing houses in its I:ne. What of it? 
It would not sell goods at all unless 
there were some reasons in favor 
of its methods. 

The most magnetic traveling 
man that ever carried a grip can 
not get orders for any unsatisfac- 
tory house—at least not very long 

Therefore, there must be some- 
thing about the jobbing house 
which pleases its customer. The 
iobbing house that prefers to own 
his trade and control it and keep 


only man 


1s 


1S 


as 


is 


" 
get 


PRINTERS’ INK. 


it should make a persistent effort 
to reach it. 

Its customers should receive f1 
quent reminders of its ex-sten 
There should be a constant inter 
change of ideas and 
and the jobbing house should 
represented regularly every wi 
upon the desk of every new cu 
tomer by a bright and new thoug 
with a string tied to it. 

\ll of this matter will back up 
the talk of the traveling man. | 
will not handicap hm. On 
contrary, it will increase his eff 
iveness for that particular hou 
It will help him to take more 
ders. 

At the same time the custo 
will understand that he is not buy 
ing of the traveling man, but of 
the house itself, and if for y 
reason the traveling man should 
leave, the customer will have been 
convinced that there are certain 
reasons why he wishes to buy his 
goods of that particular house and 
he will stay. This is one of the 
strongest reasons why every good 
jobber should do good advert! ng 

-advertising of the right kind, 
which reaches its customers fre 
quently, interestingly and = con 
vincingly. 


suggestior 


* * * 


From Printers’ INK's esteem 
contemporary, Profitable Advertis- 
I clip the following 


the ex 





ing, 
We are 

committee 

\gents’ 


in New 


informed that ve 
of the American Adve ng 
\ssociation, at a meetin eld 
York recently, adopted a 1 
tion declaring it to be the sentin 
the that the publishers 
compel the agents to cease dividir 
missions with the advertisers. Tl 
laudable stand for the 
take; but we would like to ha 
further information covering tw 
tions that arise in this connectior 

What method can the publisher 
that will be sufficiently compulsor 

And why cannot the agents el 
themselves to cease the dividir bus 
ness? 


agents 





would be glad to hear from any 
body who is competent to shed ttle 
light upon this matter. 


rhe division of commissions | long 
been a drawback in the transac ot 
business between agents, publish« nd 
advertisers. It is the means b lich 
agents have underbid each ot! ind 
the policy has even been carried far 
as to present an advertiser with the 
agents’ commission in toto. 

The only publisher that has made a 
decided stand against the practice » to 
the present time is the Curtis Pu hing 
Company, of Philadelphia According 
to reports, other publishers aré ither 
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shy about taking up the suggestion of 
the agents, and it really looks now as if 
the whole question was up to the latter. 

The whole thing is perfectly 
simple. The only trouble is to get 
publishers and agents to recog 
nize the real facts in the case. 

The principal difficulty is that 
they will not come right down to 
earth and treat the matter as a 
business proposition. There is 
about four feet of air between the 
soles of their shoes and terra 
firma, and air and imagination 
re poor things to build on. 

Advertising space is a com- 
modity. 

An advertising agent is either 
one of three things 

He is the agent of the publisher, 
he agent of the advertiser, or a 
lealer in advertising space. 

If he is the agent of the adver 
ticer, it is his business to buy space 


as cheaply as possible for his 
principal. That means he must 
eliminate all of the com 


missions and discounts that he is 
given by the publish. bill his 
advertiser at the net rate, and 
harge a fixed commission, or a 
ree salary, for his services. 

If he is the agent of the pub 
l:sher, and the publisher pays him 
commission or salary for selling 
ace, that commission or salary 
belongs to the agent and he is 
free to do exactly, positively and 
wholly what he pleases with it. 
The publisher has no more right 
to follow him around the streets 
and tell him what he shall do with 
the money than he has to follow 
his errand-boy around and assist 
him in the expenditure of his three 


dollars a week. 








If the advertising agent is really 
not an agent at all, but is a dealer 
in advertising space, it is his right 
to buy it just as cheaply as possible 
and to sell it for as much as he can 
get. And it is nobody's business 
what percentage of profit he makes. 

\ssociations can pass resolu 
tions until they are black in the 
face and the resolutions will have 
just as much effect as the indi 
vidual ,members of the assocation 
want them to haye. No resolution 
that was ever devised—or rule 
that was ever concocted—will pre 
vent an advertising agent from di- 
viding his commission with his 


customer, or doing any other thing 
that he wants to do w.th it. 

There is certainly no reason why 
the basis of remuneration should 
be the same to all advertising 
agents. The services of one agent 
may readily be worth a thousand 
per cent more than those of an- 
other, just as in any other line of 
work one man’s services may be 
worth more than another's 

Nobody expects all lawvers to 
work for the same fees. 

The doctors are not forming 
organizations and pass-ng resolu 
tions asking somebody to please 
make them all charge the same 
prices. 

The architects have an associ- 
ation which fixes a schedule for 
their work, but among the mem 
bers of the association only the 
strong ones stick to the price—the 
rest of them cut it just as they 
would if there were no association. 

The advertising agent is either a 
professional man or a merchant, 
and in either case the profit that 
he can make is governed by the 
amount and kind of competition, 
and by the good old law of supply 
and demand. 

If the services of a professional 
man are very much in demand it 
is generally because they are de- 
sirable services and he fixes h‘s 
charges accordingly. 

The merchant usually goes on 
the railroad principle of charging 
“all the traffic will stand.” 

I can see no reason why the 
division of commissions has been 
‘a drawback in the transaction of 
business between agents, publish- 
ers and advertisers,” but if it has, 
the way to eliminate the drawback 
is to eliminate the commission. 

If both the publisher and the 
agent will deal in net figures there 
can't be very much difference of 
opinion. 

+ * 

Chicago has gone clean daft on 
the subject of “ follow up sys 
tem.” 

The advertising agents of that 
interesting place all make a 
specialty of follow-up plans. 

Whenever two or more Chicago 
advertising men are gathered to- 
gether they whoop it up for the 
follow-up system. 

The follow-up scheme is a com 
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paratively recent discovery out 
there, and it affords endless oppor- 
tunity for talk. 

The Agate Club, which has the 
same number of members as, and 
a great deal more prestige than, 
the French Academy, is thoroughly 
devoted to the follow-up plan, and 
each of its “Forty Immortals” can 
give at least forty different rea- 
sons why the follow-up system is 
pretty nearly—The Whole Thing. 

The devotion of all this energy 
and gray matter to the follow-up 
system has certainly boomed the 
business of the Shaw-Walker Co., 


makers of card indexes, and the 
result may readily be seen in some 
offices which have more card in- 


dexes than they have business. 

Now, the follow-up system is a 
truly good and beautiful thing. It 
shines with a radiance equaled 
only by a good black-and-white 
design placed top of column, next 
to reading. 

It is, however, quite possible to 
have more red tape than there are 
things to tie up with it. Manyaman 
has gone straight down the road 
that leads to destruction and nerv- 
ous prostrationtrying to keep track 


of the blue card w.th the corner 
cut off, which indicates that in 
Cabinet Three, Drawer Six the 


pink card with gray edges should 


be removed to Cabinet Seven, 
Drawer Thirteen, and there ex- 
changed for a yellow card with 
four holes punched in it. All of 


which, being freely translated, 
means that Mrs. Jim Jones of Osh- 
kosh, Wisconsin, has sent an in- 
quiry, has received a booklet, and 


has after that apparently evapo- 
rated. 

Don't think that I am _ going 
back on card indexes. 


They are great things. 

There is no way that I know of 
that is so good for keeping lists of 
names for differentiating among 
the names on any given list 

I am pretty well equipped 
card indexes—got them all 
the place—blue cards, and 
cards, and yellow cards, and gray 
cards—got cards divided up with 
date guides, and State guides—got 
all.sorts of things, but I shudder 
to think what would happen if 
I should ever lose control of the 
system and it should run rampant 


with 
over 
pink 
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through the business, indexing 
everything up and down, back and 
forth, and crossways, consuming 
the entire time of the entire office 
force to keep track of it. 

Of course you can have a fol 
low-up system without making it 
very elaborate, but that is not the 
Real Thing and the Agate Club 
would surely not approve of it 

You mustn't trifle with the fol 
low-up system. 

It is a thing that must be spoken 
of with awe and treated with rev 
erence. 

Whole droves of people in thr 
Middle West have gotten rich by 
simply using follow-up systems 
It doesn’t make any differenc: 
who you follow up, or what you 
do it for. The main thing is the 
system. Once get that and yor 
are all r-ght. Any old thing wil 
do to base the system on. 

Suppose, for instance, it’s 
lars—two for a quarter—booklet 
free.” Mr. Jacob Spudds of Slab 
town, Indiana, writes infor a book 
let. You immediately enter Mr 
Spudds’ name with blue ink on 
pale pink card and insert it 
Cabinet Sixteen, Drawer Seven. | 
two weeks, if you have not 
ed Mr. Spudds’ quarter, you eli 
inate the pink card from Drawer 
Seven and you write Mr. Spudd 
an injured and affectionate lette: 
asking him if he won't please get 
into the game with his twenty-fi 
cents. Then you clip the cornet 
off the card and insert it in Drawer 


Ce 


recel 


Thirteen of Cabinet Six. After 
that you count bars and rest for 
two weeks more. 


In the meantime you have wt 
ten to the “ gents’ furnisher”™ 
Slabtown. You have told him tl 
you have had an inquiry from M: 
Spudds, who is positively yeart 
ing for your copper-fastened « 
lars. 

You keep on writing Spudds at 
intervals of two weeks, and _ if 
you don't get his order at the end 
of a couple of months you write 
his name on a bright green card 
with round corners, which ind 
cates that he farmer and 
doesn’t know a good thing when 
he sees it, and you put that card 


is a 


into the archives of Cabinet 
Seventy-S:x, Drawer Four 
After that you write to Mr 
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Spudds on blood-red paper in let- 
ters of brimstone and ask him 
what the devil he means by writ- 
ing to you and getting a booklet 
and not ordering collars. 

This is only a portion of the fol- 
low-up system. 

Possibly in the course of your 
correspondence you will find out 
that Mr. Spudds is one of the 
Spudds family of Spuddsville, 
Maine, and therefore of course if 
the Indiana Spudds is interested 
in your collars all the Spudds of 
Spuddsville ought also to be in 
terested, and you can start your 
follow-up system on them. 

In the meantime, your magazine 
advertising has been running along 
any old way because you haven't 
had t me to take care of it. 

The man who really caught the 
follow-up system in its most 
virulent form fails to remember 
the interesting fact that if a man 
or a woman sees an advertisement 
n a given publication, he or she 

pretty nearly sure to see fol 
lowing advertisements ‘n— subse 
quent issues of the same publica- 

on 

One of the best ways I know of 
ror following up an advertisement 
is to follow it up with another ad 
vertisement. That is simple, sure 
and effective, and is especially de 

rable in the case of a iow-priced 

ticle 

On the average, one dollar will 
ay for the circulationof one thou 
and copies of a page magazine ad 
\ follow-up system that contem 
plates an expenditure of less than 
twenty or twenty-five cents per 
name isn’t much of a follow-up 
system. Therefore, the cost of 
following up five people by mail 
would be as much as following up 
those same people with a_ page 
magazine advertisement—w.th nine 
hundred and ninety-five new peo 
ple thrown in. 

To be sure, if you are advertis 
ing elevators or pianos, or automo 
hiles, and you get a direct inquiry, 
it may pay to follow that inquirv 
quite to the end, even if the end 
proves to be bitter. 

Of course a good descriptive cir 
cular, booklet or catalogue is a 
necessity, and the letter which ac 
companies it, whether it be special 
ly written or one that is kept in 


stock, should be concocted in the 
very highest style of the art. But 
after that, in ordinary cases, I 
should say that an elaborate fol- 
low-up system is a delusion and a 
snare. 

An advertiser told me the other 
day that he had designs ready for 
the most gorgeous ‘and thrilling 
insert that ever wandered through 
the magazine pages. He was abso 
lutely cock-sure that everybody 
who saw the magazine would see 
the insert, and that they would 
pore become imbued with an in- 
satiable des.re to see his cz atalogue. 

The insertion of this two-page 
insert in \Junsey’s Magazine, in- 
cluding the cost of printing, would 
be about three thousand dollars. 
It certainly isn’t fair to suppose 
that more than one hundred thou 
sand of Munsey’s six hundred 
thousand subscribers would send 
for the catalogue. That's a liberal 
estimate. And I would ganible to 
the extent of a red apple and a 
bottle of cider that there wouldn't 
be twenty-five thousand. 

Now, a little more than three 
thousand dollars would buy eight 
pages in Munsey's Magazine, and 
in these eight pages my frend 
could print his entire catalogue 
and thereby circulate six hundred 
and five thousand copies of it. To 
be sure, he couldn't very well have 
the felicity of following up a lot 
of inquiries because most of his in- 
quiries would be orders with the 
money. There wouldn't be any 
excuse for an inquiry asking for 
information. All the information 
he had would be put right in that 
ad, and h's follow-up system would 
cons st of page ads in subsequent 
months. 

The articles he advertises cost 
only a few dollars each and it 
would be very easy to spend all 
the profit in the persistent follow 
ing of inquiries. If he were selling 
an expensive furnace, or an elab 
orate brass bed there would be 
money enough and margin enough 
in the deal to justify a considerable 
system of mail work after an in- 
quiry is received. And it would 
probably pay him better in that 
case to use comparatively small 
space in the magaz'nes and depend 
for sales upon the personal work 
on each inquiry. 
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Two and a Half Million 


CIRCULATION EACH MONTH 





OF THE 


VICKERY & HILL LIST 


AND 


THE AMERICAN WOMAN 


of Augusta, Maine, direct into the homes of buyers 
in the small towns, villages and rural districts of the en- 
tire United States, will yield more profitable results to 
mail-order and general advertisers at a lower 
cost than can possibly be obtained from the use of any 
other mediums having the same aggregate circulation. 


This great list of family publications is and 
has been acknowledged by all advertisers who 
have used them to have no cqual, For twenty 
five years they have been the recognized leaders of their 

‘ class. Some advertisers have patronized them continu- 
ously fora dozen years or more, and are at present using 
larger space than ever before. 

Any mail-order advertiser who is satisfied with the 
results now obtained from advertising in similar medi- 
ums must use the Vickery & Hill publications to thor- 
oughly know the pullizg power of their advertisements. 

In fact, the Vickery & Hill List and THE AMERICAN 
Woman are considered by the oldest and most successful 
advertisers as being the standard as to what results a 
given amount invested in advertising should produce. 


Consult any Advertising Agency. They will tell you 
what these publications are doing for their other cus- 
tomers, or write to 


C. 0. COLMAN, Temple Court, New York, or 
: E. H. BROWN, Boyce Building, Chicago. 
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A Bad Kaulty 


“ More people are cross-eyed in the tongue 
than in the eyes. They talk one way while 
they think another.”—/Josh Billings. 








This seems to be a general fault among the ink men 
traveling through the country. When they fall across a printer 
who uses my inks they immediately start in to berate my 
methods and accuse me of everything imaginable, but if my 
customer does not agree with them, they will wind up by taking 
an order at my prices and offer unlimited credit. Ten chances 
to one the order will be turned down by the main office, but 
if they do ship the goods, you can gamble that the salesman’s 
salary and expenses have been deducted pro rata from the 
quality. I am not making this claim from hearsay, as I had 
occasion to study the business thoroughly before I entered it, 
and knew just how low I could seil for cash in advance and 
furnish the best inks in the world. I carefully figured the cost 
of selling, the cost of keeping books, the cost of a collector to 
get money, and last but not least the percentage of bad debts 
which no credit house can avoid. All these charges are saved 
by my methods, and are shared with the consumer. When my 
inks are not found as represented I cheerfully refund the money 


and pay all transportation charges. Send for my price list. 






PRINTERS INK JONSON, 


13 Spruce St., New York. 
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for Street Car Advertising in 
KISSAM’S system of street 
cars will pay you better than 
U.S. Government bonds. Pub- 
licity is profitable, and if you 
will let us we will show you 
some facts and figures which 
will give you an idea of the 
money making qualities to 


be found in street car cards. 


FourRTEEN Brancu OFFices. 


953 BROADWAY. N. V 
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WriTTEN BY JOHN J. GRIFFIN, ALBANY, N.Y. 






































